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Chapter 1: Introduction 
 
 
For this professional project I worked with a creative analytic company called 
Graphicacy in Washington DC. Graphicacy combines graphic design, web development, 
data visualization and information graphics to create an assortment of static and 
interactive products for clients. In the simplest form, Graphicacy takes a complicated 
subject and explains it visually so that general audiences can understand and make an 
informed decision or learn something they may not have known before. For example, the 
Center for Budget and Policy needed different parts of Medicaid and key findings 
explained, so Graphicacy created a static information graphic paired with an illustrated 
motion graphic video. Furthermore, some clients bring large data sets to Graphicacy and 
the team will implement storytelling and narrative qualities to an interactive web tool that 
displays the data creatively and effectively. For these projects, Graphicacy will either 
design a subsection of the client’s existing website or a separate microsite where their 
audience can interact with the data via the web tool.  
While my short-term career goal is to work as a graphic designer at an advertising 
agency, Graphicacy was appealing to me because I could learn a range of web 
development skills while also working on graphic design projects. During my time with 
this company I worked in the following design disciplines and web development 
languages: logo design, branding, data visualization, information graphic design, inbound 
marketing design, web design, print design, advertising for Graphicacy, social media 
design, HTML, CSS, HTML5, d3 and JavaScript. Because Graphicacy is still a young 
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company, I was able to have a hand in many different types of projects ranging from 
business development, client work, and my own personal career development as well as 
across disciplines such as research, writing, marketing, graphic design, web development 
and social media planning. This experience allowed me to grow in many different 
directions and definitely kept me extremely busy on the project side. 
On the research side, I chose to analyze the relationship between gender and 
media technology. This is a topic that I have always been aware of, but never fully 
understood the extent of until 2014. After attending the 3% Conference for the first time, 
I became passionate about understanding the role of feminism in a male dominated 
industry and how communication in media technology companies can be influenced by 
gender norms. This research gave me insight into the subtleties of everyday sexism that 
occurs in technology workplace settings. The narratives I heard throughout this research 
study helped me understand the different perspectives and dynamics at play related to 
gender in the workplace. As I navigate in a male-dominated industry, I will keep these 
narratives in mind.
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Chapter 2: Weekly Reports 
 
 
MONDAY 1/18/16 
Monday was my first day. We started with a morning meeting to discuss my daily 
responsibilities. The following is a list of the responsibilities, activities and projects we 
brainstormed: 
• Within next week or two come up with a clear vision for intern project 
• Will be working on small parts of client projects 
• Will be doing tutorials for D3 and R 
• Will become proficient in Excel and data visualizing  
• Owner's poster projects and an interactive companion 
• Business development for Graphicacy 
• Twitter 
• Blog post topic ideas 
• New business 
• Community Engagement 
• Graphicacy Contest 
• Can do Treehouse web development tutorials on down time 
• Can read A Book Apart on down time 
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During the second half of the day I put together a deck for the Bush Institute client. In 
addition, I formatted an already-made infographic for nine different views.  
TUESDAY 1/19/16 
A lot of my time was spent doing Treehouse tutorials on this day. I started the JavaScript 
track and learned the basics and beginning of this coding language.  
I worked on these tutorials in between conference calls with clients and started working 
on the second infographic in the series from the previous day.  
 
I also learned a little bit more about the Graphicacy Data Viz contest this day.  
WEDNESDSAY 1/20/16 
We traveled to the Beeck Center located on the Georgetown undergraduate campus for an 
introductory meeting with Manager, Owner, and the team at the Beeck Center. During the 
meeting I took the following notes: 
Beeck Center is starting a 5-year strategic planning process 
Problem: know what they want to say, but can't say it so their audiences understand, also 
too many buckets 
• Audience = policymakers and general public 
Website will be redesigned by April (all materials should be completed by then) 
How to explain trillion dollar systems 
1. theory of change - static and interactive graphic 
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2. huff post shift page - graphics to supplement stories 
3. one explanatory graphic for each area (5?) they are working on 
4. graphics for infrastructure report he is working on 
5. rebranding assets (logo, mission statement, central graphics to explain their 
mission) 
After the meeting, we returned to the Graphicacy office and had another meeting via 
phone with a start up company called Share Blue. After this meeting I worked on my 
Treehouse JavaScript track for the rest of the day. 
THURSDAY 1/21/16 
This day was very busy because we had to get two projects completed by the end of the 
day. The first project was the final deck for the Bush Institute, which I completed in the 
morning. During the second half of the day, we worked to finish a first-round draft of 
graphics for GPG. A co-worker and I split the work and were able to create different and 
better options for a dot graph and star graph. An example of the dot graph options we sent 
to the client can be seen below. 
Figure 1: GPG Scatterplot Alternatives 
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MONDAY 1/25/16 
The first thing I worked on were more edits to the Medicaid infographic (client = Center 
on Budget and Policy Priorities). Once I finished a round of edits, I made a spreadsheet 
for the data viz contest. This included all assets I felt might be necessary to the execution 
and success of this contest, as well as a mini timeline. Then at 11:30 we had a meeting to 
further discuss my intern responsibilities. The results of that meeting are as follows: 
• Contest is going to be my main responsibility 
o Branding 
o Marketing 
o Administration 
o Design 
o Web design 
• Social media outreach will be added to my plate 
• I will be working on a Graphicacy infographic/process diagram for the website 
• I need to brainstorm topics for a data art piece 
• I also need to brainstorm topics for a poster that can be interactive for the website 
• At some point throughout this internship, I will also be updating the Graphicacy 
website 
• If the client approves of my illustration style, I will get to work on the art for an 
interactive piece for UCM 
After the meeting I had received instructions to work on a content offer for a marketing 
campaign Graphicacy is running. This content offer is a downloadable PDF of Nathanial 
Pearlman’s best reads on data visualization. I took the written content and designed it into 
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an eBook format.  
 
Finally, at the end of the day I finished up another round of edits to the Medicaid 
infographic.  
 
TUESDAY 1/26/16 
Today I started brainstorming ideas for a data art project. I was not able to come up with 
one singular topic and data set to portray, but I was able to find many great examples and 
inspiration pieces. I also wrote a list of about 15 different topics I could possibly look 
into. While I was working on this, I got feedback on the Medicaid infographic from 
Manager. I applied his feedback and was able to get the final draft of these back over 
before lunch. 
 
After I finished that, I received feedback about the content offer for Graphicacy. I applied 
the changes and sent round 2 off for review.  
 
I then listened in on a call with SREB and Collaborative about a web tool Graphicacy is 
creating with Collaborative. This project is still in the beginning stages, so the team was 
discussing which data sets to be included in the tool. 
 
At 1:00 p.m. I had a phone meeting with Marketing Consultant and Owner about the 
details of the contest. She gave me an overview of the detailed list items that need to be 
completed this week. We also figured out a few logistical items as far as the website, 
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naming, etc. After the meeting I continued to work on Marketing Consultant’s list for me 
by organizing the calendar and Google spreadsheet that contains the details of each list 
item. 
 
Finally, from 4:30 p.m. - 5:30 p.m., I had another meeting with SREB and Collaborative 
to discuss the look and feel of the tool. 
 
WEDNESDAY 1/27/16 
Today, I came in and started right away on the Medicaid static-infographic 1 final 
formatting. The last step in finishing a design is always getting the files ready for 
production. Per the client’s request, I created many different print and web versions. This 
took me most of the morning. 
 
Then in the second half of the day I started on the Graphicacy data visualization contest. 
First, I began brainstorming and sketching logo designs and updates to the current contest 
branding. I was able to design eight different logos for a first round of feedback from 
Manager. While I was waiting for our critique, I organized the instruction and 
administrative files for the contest. This required a meeting with Data Analyst, the person 
who ran the contest last year, so he could explain where all the written content was 
located. I gathered all of the content and put it together into one document. I then started 
editing and changing the parts that pertained to last year’s contest.  
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I jumped back to logo design and branding after this because I had my critique with 
Manager. He told me two different directions to go with the logos I showed him, and to 
drop a one of the directions. For the rest of the day I worked on more logo designs.  
Figure 2: Contest Logo Design 
THURSDAY 1/28/16 
Today I began the day with another round of contest logo edits. I made some final tweaks 
to the ones from yesterday and sent them to Manager. Then I finished up teeny tiny last 
minute edits to the Medicaid infographic and we sent those to the client as a final wrap 
up. By this time, Manager was ready for a logo critique. We went over some conceptual 
reasons behind my design decisions. I then wrote that up into an email for the rest of the 
team to see our final 6 options.  
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The majority of my day after that was spent working on a social media shareable 
image/advertisement to be used to promote the contest. Because I was starting with a 
blank canvas, I first did some research to see what else is currently out there. 
Surprisingly, there wasn’t much. I began brainstorming themes and ideas for the 
background to make this a series. The endpoint I reached today was not very far. The 
design needs a lot of editing and adjustments still, but I am happy I made progress.  
 
At the end of the day I made some design edits to the content offer file. I am still waiting 
on content changes from Owner, so that project will have to be worked on over the 
weekend as it is due Monday. 
 
MONDAY 2/1/16 
Today I began work on the Medicaid 2 Infographic. This one is laid out much the same 
way as the first, but with a slightly different topic. I will still be making nine different 
versions for nine states. When I finished a draft of this, I sent it back to the client for 
review.  
 
After this, I edited and wrote some of the copy for the content offer eBook. I also made 
very small design tweaks, as I am still waiting for final copy for the internal pages. 
Owner, who is the main writer on this, asked for suggestions on anything else he could 
change. I sent back a list of questions for each page that needed either clarification or 
explanation.  
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In the afternoon, I was asked to start training on a content management system called 
HubSpot. The training was specifically for the inbound marketing campaign assignment 
(eBook project). I began the training and realized I was not sure what my responsibilities 
were as far as completing each task, or if I was supposed to just read through the 
instructions. I did not get an answer to my question, so I stopped the training and started 
working on the contest. 
 
At this point I was assigned a list of tasks in Basecamp regarding the contest. We are 
talking more about these tasks tomorrow during a conference call, so I just set up some of 
the files that I know we will need to fill in. 
 
For the rest of the time I focused on trying to brainstorm a coding project. Searching for 
data sets by topic did not return the results I had hoped for. This made me realize that I 
need to know what I can do with the data, before I know which type of data to look for. I 
found a YouTube channel that does mini-tutorials and shows the code while he is 
explaining what it does. This proved to be pretty helpful.  
 
What I am waiting to hear back on still: 
• Round 3 of logo design for the contest 
• Round 1 of social media promotional ads for the contest 
• Owner to send potential judges’ information for the contest 
• Marketing Consultant to send direction on all the written content I gathered for 
the contest 
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• Round 2 of Medicaid 2 infographic  
• Final copy from Owner for content offer eBook 
• Final word on whether or not I am supposed to complete the tasks during the 
training 
TUESDAY 2/2/16 
Today I started by working on an adjustment to the layout of the content offer. Marketing 
Consultant requested the images be smaller and in order to do that, the whole layout 
needed to change a bit. I didn’t get far on this before our business development call at 10 
a.m. We talked for an hour about all the tasks assigned to everyone for the week as well 
as some other orders of business. 
 
Then at 11 a.m. I had a separate phone call with Marketing Consultant. She has added 
different tasks to my Basecamp, so she explained each one in more detail. I will now also 
be working on social media promotional posts and designs for the content offer. I am to 
create a four-week social media content, design and post calendar. I am also going to be 
completing the Inbound Marketing Certification course. This will teach me how to run 
this type of campaign and become certified. I will be creating collateral materials for 
Graphicacy as well. This will include a capabilities sheet and company overview sheet 
with a process diagram. I will be creating two blog posts within the month of February. 
And finally, I will be shooting and editing short interview videos of Owner to show 
potential employees and clients about the culture of Graphicacy.  
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After that call, I needed to make some changes to the Medicaid 1 infographic. Two of the 
states (Alabama and Texas) came back with minor changes. Once I completed that, I 
spent the rest of the time working on finalizing the contest logo. We realized that there 
were too many competing elements (fonts, typefaces, color, design) and that it was best 
to just deal with one font and one color. Once I did that, I almost immediately found a 
solution. In the morning we will be going over three final logo options.  
 
WEDNESDAY 2/3/16 
We kicked off the day with a discussion about the Graphicacy website. Data Analyst, 
Manager and I talk about how the site needs some content strategy applied to the 
language. Currently, it is a little bit confusing. Also, we decided the design isn’t bad, but 
could use an updating. Our assignment is to find examples of what we think are good use 
of interactive design and share tomorrow morning. 
 
After this meeting, Manager and I had a critique on the contest logo options from 
yesterday. We decided to tidy up one and call it the “final” logo. I revised two more times 
and was able to come up with the final, final contest logo. Next up will be to create a 
brand standards document.  
 
I then moved on to creating a series of promotional shareable social media images for the 
content offer campaign. I came up with three different design directions, but didn’t fully 
flesh out each one, as I had to quickly jump to a different project. 
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I had a blog post draft due today, so I wrote that and sent it off to Marketing Consultant. 
The blog post is an introduction to the content offer (eBook) that explains a little bit 
about what it is and why you should download it. Later on in the day I was able to get 
feedback from Marketing Consultant and make another revision. 
 
Owner sent back his final copy for the eBook towards the end of the day. I added in that 
content and sent back another round of revisions for him to send back to me. Because of 
these changes, I am revisiting the design and layout of the book. Tomorrow I will need to 
elicit Manager’s help in deciding which direction to go. 
 
Midday, Barbara came to visit. We discussed my progress at this internship thus far, and 
then we talked as a group to make sure Graphicacy is on the same page as me. We 
decided that networking events would be helpful for me to attend. This would be for two 
reasons: (1) To help me professionally connect with other people in my industry and (2) 
to get new information and ideas to bring back to Graphicacy.  
 
THURSDAY 2/4/16 
The first thing I did today was research good examples of agency websites to prepare for 
our morning meeting. After I found one that I liked, I took some mental notes and then 
moved on. I started working on the content offer, where I left off yesterday. Eventually it 
was time for the meeting about Graphicacy’s website updates and redesign. We talked 
about other websites we could emulate and sites we were not fond of. We also had a 
discussion about content strategy again. I explained what a content audit is and that I 
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think it would be beneficial for Graphicacy to complete one. After our meeting, Manager 
asked me to summarize the meeting into a document.  
When I was done with that, I finished working on the social media promos for the content 
offer. I created a deck to explain each different direction we could go with the theme, and 
also added in example tweets and Facebook posts. These posts would accompany the 
images each week. I sent that off to Marketing Consultant for feedback. 
 
I had a laundry list of items to-do for the contest today. I completed which ones I could, 
and sent Marketing Consultant a detailed email about where to find each item. For some 
of the items, though, I am waiting on content or need to discuss with her in more detail. I 
asked those types of questions in that email too. I am waiting to hear back.  
 
We received edits to Medicaid infographic 2 the other day, so I was able to go in and 
make those changes. There was a fairly large change this time, so Manager and I 
discussed possible routes to go with it. I arrived at two solutions, so we sent both to the 
client to choose.  
 
Manager and I also had a discussion about the content offer design. He had a few small 
changes for me to make, so I went ahead and applied his feedback. I am waiting on some 
updated copy from Owner to place into the document, but once I have that, this eBook 
will be complete! 
 
MONDAY 2/8/16 
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The first thing I did when I came in this morning was check the 20 emails I had gotten 
from Friday-Sunday. Marketing Consultant had assigned a lot of new tasks in Basecamp 
and changed the timing of some of the old to-do’s. She also responded to a lot of my 
questions from last week about specifics to do with the contest, content offer, and internal 
Graphicacy items. 
 
Once I was able to get organized, I started polishing the content offer social media 
promotional images. Marketing Consultant chose a direction she liked of the three I 
offered, so I built out two more examples of those. I created a deck with an image and a 
sample social post that matched the image (even more so than round 1), and sent to 
Manager and Marketing Consultant for critique.  
 
We then had a quick meeting about the Graphicacy website pertaining to which work 
needs to be taken down and which work from 2015 that needs to be added. I took notes in 
case I am the one who has to do the updating. 
 
After that we had a call with HubSpot about the progress of the content offer. And right 
after that, I had a call with Marketing Consultant to further clarify some of my questions 
about my task list. She had added a new task where I need to write and design a one-sheet 
about the contest. Although she pointed me in the direction of what to write about, I still 
feel like this type of project is not in my wheelhouse, at least the writing part of it. But I 
said I would take a stab at it and she said she would make any necessary edits.  
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In the afternoon, Client from the Medicaid project had gotten back to me about the 
second infographic final changes. I went ahead and made those, then got the go-ahead to 
create the nine different states’ individual infographics.  
 
While I was working on these, we had two critiques with Data Analyst about three 
different charts he is making for GPG. Tomorrow I will be jumping in and developing 
them a bit further in Illustrator, so it is good for me to see the beginning stages of the 
chart. This way, I know the point we are trying to emphasize and why Data Analyst made 
certain decisions over others. 
 
At the end of the day, Manager and I discussed my ever-growing to-do list and will come 
up with a plan tomorrow of how to prioritize it all (see below). 
Figure 3: To-Do List 
TUESDAY 2/9/16 
Today was a very long day. I logged a total of 9.5 hours! I started the day with a meeting 
with HubSpot. We decided yesterday that I would be the one to listen carefully and take 
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notes for the rest of the team, while they listened but continued to work on other projects. 
After this call, I had the business development weekly call with Marketing Consultant 
and Owner. We actually talked a lot about my to-do list and schedule here at Graphicacy. 
The new terms are that I will work on business development work for Marketing 
Consultant for half a day each day I am in, and then the other half of the day will be 
dedicated towards client work. I still have to fit in coding and web development 
somewhere as well.  
 
After a pretty lengthy conversation about that, I got to work on business development 
projects. A lot of today was content creation – so I wrote up a few documents and got 
started organizing the content for the contest. A lot of those documents are now in 
Marketing Consultant’s court to get back to me. 
 
The second half of the day was put towards GPG charts and graphs. I had to do a tutorial 
and some research on the best way to make a heat map in Adobe Illustrator. It turns out 
there is no easy way, so I had to manually make it. In addition, I worked on a data set 
where we came up with three different solutions to show to the client. I was able to finish 
one map, so tomorrow morning I have to make about eight more of them very quickly. 
This last project took us all the way up until 7 p.m. 
 
WEDNESDAY 2/10/16 
Today was targeted on three main projects. I came in and immediately went to work on 
creating the rest of the maps from yesterday. We had a noon deadline, so I needed to 
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work fast. The client chose one of the options we sent them yesterday as well, so I had to 
make sure that one was ready to go. This project took me half the day. 
 
The next project I worked on was a social media calendar for Graphicacy. I organized 
different categories that we need to post about and then set up the timeline. I also wrote a 
breakdown of different types of posts I added to the calendar and why. And finally, I 
created a different document that has blanks where we can fill in the exact text that goes 
with each post. 
 
The last project I worked on for the day was the content offer social media images. 
Manager approved the design and Marketing Consultant has approved the whole concept, 
so I am free to move forward and finish the 10 images and 10 accompanying posts.  
 
THURSDAY 2/11/16 
Today I began with making a small update to each of the state’s Medicaid infographic. 
Once I had that completed, I sent it off to Client to be reviewed by each individual state. 
He said he is waiting to hear back. 
 
For a couple hours after that, I created more of the social media promotional images for 
the content offer. Since we decided to do one image for each book, I am making 10-12 
images. I was able to complete 8 today. Each one takes a little bit of time, because 
although I have the pattern down, I still need to curate the content for each one. For 
example, I needed to come up with the image I wanted in the background of each, then 
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find a quote for each. Once I have both of those things, I can edit the image the way I 
want them, and then fill in the quote.  
 
For the rest of the day I helped out with the ShareBlue branding project. After a group 
conversation, Manager, Data Analyst, and I decided that ShareBlue was probably not the 
best day for this new company because it doesn’t evoke what they want it to. I 
brainstormed a few more name ideas and then got to work with logo ideas for ShareBlue 
if they end up keeping that. I was able to create two viable options that I shared with 
Manager. Those did not make it to the client review, but Manager did send them to 
Owner.  
 
MONDAY 2/15/16 
I did not have to go to work since it was President’s Day. 
 
TUESDAY 2/16/16 
Today I began designing the contest sponsorship one-sheet that will be emailed to 
potential sponsors. I had written the content last week, so I am now in the phase of 
designing that copy in InDesign. This took me a couple of hours to organize and cut back 
on some of the copy – but when it was finished, I sent it to Marketing Consultant and 
Manager for feedback. They both came back with great things to work on. The main 
piece of advice was to highlight certain areas more that will pertain to our audience.  
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I also worked very shortly on two changes to the graphs and charts we made to GPG. 
Once that was finished, I worked on ShareBlue again. We had received some feedback 
that they liked the combination of the letters “s” and “b” to create a shape. My direction 
from Manager was to go down that path and see if I could come up with some viable 
options. When I was finished with those, I was also supposed to see if there were any 
wacky weird ideas left that we hadn’t tried. I was able to come up with one, but I’m not 
sure I would qualify it as a viable option. I ended my day with this project. 
 
WEDNESDAY 2/17/16 
The first project I worked on was the sponsorship digital flyer. Throughout the morning, 
Manager and I went back and forth about four rounds and ended with a final product. We 
have sent our final version to Marketing Consultant to be approved and sent to potential 
sponsors.  
 
After that, I went to work on social media. Data Analyst and Manager gave me the go-
ahead to write all the posts and to come up with more types of posts. I am almost finished 
with writing the all the posts for Facebook and Twitter that pertain to the content offer.  
 
Around this time, Owner came in with a potential new employee, Interviewee. Owner’s 
way of interviewing is to talk with the interviewee separately, then bring them in to hang 
out and get to know the culture of Graphicacy. This meant we all talked and asked each 
other questions. Because Owner was actually in the office, I was able to ask him if he 
was planning on writing more for the content offer document. He said yes, and we ended 
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up going through the whole thing and redesigning it all. I ended up spending most of my 
afternoon on this project. 
 
At the very end of the day I added my bio and picture to the Graphicacy website. I also 
found some information and data that I may be able to use for my intern coding project. 
 
THURSDAY 2/18/16 
We had talked last week about me trying to have a better idea of a topic for my internship 
coding project by today. So this morning I spent a large part researching and trying to 
find a data set that I can visualize in a small, interactive micro-site. I read many articles 
discussing the gender gap in technology fields and specifically in job positions such as 
engineers, web developers, web designers and graphic designers. Words to describe these 
technology positions were: creative employment or creative technology. I am hoping to 
code a small infographic displaying 3 different indicators for each type of job position. I 
pitched this to Manager and he really liked the idea. I need to find a data set by Tuesday 
of next week and then start working on the wireframes. 
 
After this, I worked a little bit on social media before I jumped back into ShareBlue. I 
was able to design a lot of different logos that I think work well, however Manager and I 
are not pleased with them. This is because they aren’t evoking the right gut responses for 
what this company is trying to be. We are going to send what we have come up with the 
expectation that they probably won’t like them and they might need to hire a branding 
consultant.  
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FRIDAY 2/19/16 
Because we did not have seminar and I didn’t have to come in on Monday, I went to 
work today.  I began with the GPG maps. We needed to double-check all the data with 
the maps we made and make sure we caught any errors. While this was tedious, it is the 
only way to make sure we have everything correct since I made the maps instead of a 
machine. During this time I heard back from a website where I inquired about a dataset 
download for my coding project. They said they would be in touch with me on how to 
download the data because it is not currently working on their website.  
 
I worked a tiny bit on ShareBlue again, but then Owner came to the office and I needed 
to switch gears. Together him and me made more progress on the content offer. He was 
able to put his input on small things such as the top margin line, to big things such as the 
actual photos we are using of the books. With him actually in the office again, we were 
able to make the content offer into something with more substance and complexity. We 
stopped working on this when Marketing Consultant came to the office because we all 
went to lunch.  
 
After we went to lunch, Marketing Consultant, Owner and I worked on the sponsorship 
flyer. They were both sitting on either side of me having me make changes in InDesign as 
I went. This process proved to be a bit chaotic, but it was nice to make large amounts of 
progress quickly. When Data Analyst was done with his meeting, he joined us to work on 
the content offer.  
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All of us worked together to create a list of to-do’s before Monday and get as many of 
those to-do’s done before the end of the day. This included all the steps surrounding the 
content offer (the content offer itself, social media promotion, blog post promotion, 
landing page, homepage, thank you email, and thank you page).  
 
MONDAY 2/22/16 
Today I jumped right in on the content offer again. Owner had sent me many, many 
emails over the weekend of updates he wanted me to make to the actual content offer file. 
And then all throughout the morning, everyone was working on all the moving parts to 
get ready for our call with Hubspot this afternoon. I was in constant contact with 
Marketing Consultant and Owner, trying to get everything prepared. We had a team call 
at 1:30 to make sure everyone was on the same page, and then 2:00 – 3:00 we had our 
Hubspot call. 
 
After Hubspot, I worked on GPG maps. We needed to change and correct a few of them, 
but because it is tedious, I made sure to take my time. This filled up the rest of my 
afternoon.  
 
TUESDAY 2/23/16 
I started on the sponsorship flyer first today. I tried to strategically put all of the 
information Marketing Consultant and Owner want on the page, but it just wasn’t coming 
together. Once I got to the point where I needed another pair of eyes on it, I sent it to 
Manager to review. 
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I then got started on Medicaid edits. We finally heard back about two small things to 
change on each one. Because I wanted to be precise, that took some time. We also had a 
few small edits and changes come through from GPG about our charts, and again, 
because we wanted to make sure there were no errors, I took my time.  
 
The rest of the day was spent going back and forth between the data viz meet up on 
Monday, preparing for the contest, and looking at the data for my internship coding 
project.  
 
WEDNESDAY 2/24/16 
After the normal “start-the-day” meeting, I listened in on a call about a website that we 
are building for a client. Graphicacy is in the wire-framing stage still, so Manager has 
been working on designing the mock ups of the website before a developer will come in 
and actually build it out. It was helpful to hear how the process of a wireframe review 
goes with a client. 
 
I then worked on final touches of design for the sponsorship flyer. After that, we had a 
phone meeting about the data viz meet up that’s on Monday. We laid out all the tasks we 
had left to complete and divvied up the responsibilities. Most of the rest of the day was 
spent on these tasks such as updating the website, designing a 1-pager about the contest, 
and coming up with tweets to promote the meet up.  
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In the afternoon I stopped working on those tasks to listen in on a meeting about a 
different website project Graphicacy is a part of. For this one, a developer and an 
illustrator (both are on contract, not full-time) are working with Manager to create a 
microsite showing information about oil. It is exactly the type of work I knew was out 
there, and work that I would like to be a part of. It was interesting to hear how the 
illustrator and the developer communicate together. They talk about how some things can 
be done with code, and some with illustration, and mostly where both are working 
together. 
 
While I continued to work on the data viz meet up tasks, Owner came in and him and 
Manager had a call with Share Blue. I was able to hear that they really liked one of my 
logo ideas and it ended up being in the top two. Ultimately, they went with one of 
Manager’s ideas in the end.  
 
At the very end of the day, Data Analyst and I brainstormed five new GPG graphics for a 
second chart pack we are making for them.  
 
THURSDAY 2/25/16 
I already knew I needed to start by making icons for the GPG graphics. There are a total 
of 5 key findings we are illustrating through graphics and charts, and it is our job to find 
the best solution to display that finding. Our other job is incorporating certain visuals that 
the client wants to see. For this one, they want to see the use of icons and illustration in 
addition to charts and graphs. I needed to make five icons to represent five different 
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unhealthy behaviors. Once those were done, I sketched out in detail our graphics ideas. 
We then had a meeting with Manager to explain our progress and ideas before I went 
ahead and actually made them. All five were due by EOD, so I worked all day to make 
sure these were finished before I left.  
 
MONDAY 2/29/16 
Today was a very scrambled day. I needed to get a few things updated in the Medicaid 
infographics first thing. We are trying to get this wrapped up, but the client keeps coming 
back with very small changes from each individual state now.  
 
In the morning I also had a meeting with Manager about my coding project. We came up 
with different phases that I will be completing on the way to a final product. I also finally 
received the data files from A List Apart, so now I can use pieces of their surveys to 
create my own interactive graphic.  
 
The rest of the day was spent frantically updating the content offer and preparing for the 
Data Viz Meetup that night. I had to do mostly administrative things such as making sure 
we had everything printed that we wanted to bring, etc. Owner, Data Analyst and I left at 
5:30 for the Meetup. While Owner and Data Analyst presented, I took photos and tweeted 
from Graphicacy’s account. We received a ton of engagement on this platform and 
succeeded in our brand awareness objective for the night. We also sold a few posters 
from Timeplots, which is Owner’s other company and Graphicacy’s sister company. I did 
not get home until 10 pm. 
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TUESDAY 3/1/16 
This whole day, aside from a little bit of time, was spent on the contest. Because we 
launched it at the Meetup event, today we needed to catch up with announcing it via our 
other channels. This meant I had to write up the posts to go out through Twitter and on 
Facebook, write the emails that would go to each separate email list in Hubspot, put the 
contest website back to the normal form instead of the Meetup form, and make a header 
image for the Graphicacy website. I also set up Google analytics on the contest website 
so we can track our engagement.  
 
WEDNESDAY 3/2/16 
Today was another very scrambled day. I jumped around between finishing Medicaid and 
sending back to the client for final, final round of feedback; a personal project for Owner 
(a memorial page for this mom who just passed away); creating visuals for a blog post 
that will eventually be used to promote the content offer; and a few housekeeping contest 
items.  
 
We also spent a lot of time in the second half of the day brainstorming, designing and 
discussing the graphics for the GPG chart pack. This needed to be as close to finished as 
possible because GPG wanted to see them “half-way” through the week to get us at least 
a few rounds of feedback before sending to the big client. We weren’t able to finish 
everything because Data Analyst and Manager had to head out around 6:30, so we 
decided to pick it up first thing in the morning.  
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THURSDAY 3/3/16 
We finished final touches on the GPG graphics first thing in the morning and sent those 
off by early afternoon. While we waited for feedback, I received word from Medicaid 
that I could go ahead and finish production on all the infographics. Like last time, I 
needed to create six different versions for each of the 9 states. Once I finished, I packaged 
them up and sent them away. This project for this client is now complete.  
 
During the other parts of the day I had a Hubspot call where we talked more about 
successful blogging and what we need to show for next week. Our contact wants us to 
have the entire content offer campaign completed and ready to show each asset, which 
means next week this will be a big priority for me. I also worked more on the contest and 
sending out emails to our list of outreach partners I created.  
 
MONDAY 3/7/16 
In the beginning half of the day today I started working on more outreach for the contest. 
I researched all different types of media outlets that could spread the word about our data 
challenge. I found all the contact information and made a very big list of places to reach 
out to. 
 
I also dove into my internship coding project for a good amount of time. I organized the 
questions and spreadsheet from the survey that I wanted to use in my project. 
 
TUESDAY 3/8/16 
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Today, Texas came back with some very, very minor changes to their version of the 
Medicaid infographic. But, because it’s so late in the game, I had to go back into 6 
different files and make the change. I tried to get this done as soon as possible. 
  
The rest of the day was split between the contest and the content offer. For the contest, I 
emailed from the list I made as many as possible. Instead of sending through Hubspot, we 
thought personal emails would make people more inclined to respond and send out our 
message. So, it took a little bit of time to get those all out. For the content offer, I created 
all the backgrounds for the social media images. There were only a few left to make for 
that, but I needed to also organize the quotes and make sure each background matched 
the quote. We will hopefully be finishing up the content offer soon and start running the 
campaign.  
 
WEDNESDAY 3/9/16 
Today I was able to spend the entire day working on my internship coding project. Data 
Analyst and I had a meeting in the morning, where he showed me the best way to change 
the text survey answers to numbers. I ended up organizing each year of data by gender. 
So for each survey question, I found out what percentage of females answered each 
answer, and then did the same for males. This was pretty tedious, so I was only able to 
get through 2 years worth of data.  
 
THURSDAY 3/10/16 
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Because we are at a little bit of a standstill with the content offer and the contest has 
launched, I spent today working on the same things as yesterday. I finished up the last 
three years of the data the same way I did the first two years.  
 
MONDAY 3/14/16 
Today I started with my internship project first. Manager and I had a meeting to discuss 
the “why” of the project. He wants to know what the audience is learning, what the new 
information is, and how I am going to make this interactive graphic useful. While I am 
still working out the details of the first two things, we came up with an idea for the third 
part, how to make it useful. If I can make the user guess in some way first, what they 
think the numbers are, then they can see how their perception of gender inequality 
differs/doesn’t differ with the data. I spent a good portion of the day taking the number 
data, and turning them into graphic representations. I did this so I could see a little more 
clearly what the numbers are saying. 
 
The last couple hours of the day I worked on social media with Data Analyst. I wrote up 
another week’s work of content for Data Analyst to look over. We were able to get one 
tweet scheduled.  
 
TUESDAY 3/15/16 
We had our weekly business development team call in the morning where we finally 
touched on the content offer, and also talked about the contest. For the content offer, 
Owner was tasked with adding more text to each page. He came in the office and did that 
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in the afternoon. It is still not finished, though. We set a goal to have everything done by 
the end of the week.  
 
For the contest, Data Analyst and I brainstormed some more outreach ideas to the 
contestants who have signed up, to make sure they actually submit an entry. We decided 
we will be sending a weekly Friday email that recaps everything we have put on social 
media and to tell them we are available for questions. Since this week we are going to be 
tweeting about tools and tutorials to use for their contest entry, this Friday’s email will 
contain all those links. Next week, we want to tweet about more general design tips and 
then recap those in Friday’s email. I also thought of the idea of offering Google hangouts. 
Because this contest is supposed to be generating leads (either for new partnerships or 
employees), I thought this would be great face time for each side. My first idea was to set 
up a time where Data Analyst and I would be on Google Hangout, and people could join 
if they wanted and ask any questions they have. Data Analyst suggested we have the 
contestants sign up for 15 minute slots, but this could end up taking a lot of time if 
multiple people sign up. We are still working out the details of this. Also for the contest, I 
wrote more tweets and Facebook posts. I am still waiting for Data Analyst to approve and 
look over them. 
 
At the end of the day I checked in with Manager about my internship project. We decided 
I need to narrow the scope and very soon start sketching and wireframing.  
 
WEDNESDAY 3/16/16 
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I jumped in on GPG again today. We have been iterating one the same chart pack 3 for a 
couple weeks now, so we received feedback from a previous round and needed to make 
the changes they asked for. After brainstorming a bit and going over the changes, I got to 
work and finished everything we needed to. We also scheduled a few tweets for the 
contest.  
 
THURSDAY 3/17/16 
In the morning I worked on my internship project more in excel. Owner came into the 
office again today, and was able to connect me with some potential interviewees for my 
research. I spent some time connecting with them via email.  
 
At the end of the day, Data Analyst and I worked on scheduling a few more tweets and 
posts for contest promotion and engagement. I also wrote a first draft of the email we are 
going to be sending out tomorrow.  
 
FRIDAY 3/18/16 
When I first arrived I tried to make some progress on my spreadsheets in Excel for my 
internship project. I was just getting started when they decided I might need to help with 
GPG again. So I spent the rest of my time today designing a new chart for the chart pack 
and making the requested changes from the last round.  
 
MONDAY 3/21/16 
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I was able to work on my internship project for a long time today. I worked on drilling 
down into the data more than just surface-level information. By just looking at one 
question at a time, I wasn’t seeing anything new and interesting emerging. Manager had 
suggested I look into subgroups such as gender, how they answered a certain question, 
and then also at their age to see if that made a difference. This means a little more work 
in Excel before I can start designing, but without a good foundation of data to design 
with, my project would suffer. So this was a necessary step.  
 
We received feedback about our last round of GPG charts, so I worked on that in the 
second half of the day. There is one chart in particular we have been having a hard time 
dealing with – so that was the main priority this afternoon. The client suggested we take a 
new route, but the instructions were very vague. We brainstormed some ideas, but didn’t 
get past the sketching stage. 
 
TUESDAY 3/22/16 
Today the morning consisted of making as many versions as possible from our sketches 
of the chart we have been missing the mark on. We also had a business development call 
for about an hour. We discussed progress on the contest and content offer. I talked 
through mine and Data Analyst’s idea about the Google Hangout webinar approach a 
little bit more and got approval for that idea.  
 
During the middle of the day I ran to the other side of DC for a research interview. This 
took a little bit longer than expected, so when I came back I got right to work on my 
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internship project. I made some headway in Excel with looking at gender and age. 
Because of the way the survey was set up, I had to do a pretty big extra step to get the 
information I wanted, so this is taking a little bit longer than expected as well. 
 
I also worked on contest social media and emails for a little while at the end of the day. 
After I write posts and emails, I always have to take a few steps before actually posting 
(set up in Hubspot, get approval from Data Analyst and anyone else on the team who 
wants to read them, and make sure we are posting at the right time on the calendar). So 
this takes longer than expected too. 
 
WEDNESDAY 3/23/16 
The biggest project on my plate today was the content offer. We had our second-to-last 
call with Jean from Hubspot, who has been helping us weekly with our onboarding 
process including the inbound content offer campaign. Because we are nearing the end of 
our time with her, we needed to have the content offer ready to launch for real. Owner 
has given me almost all of the text for the actual content offer, so that is finally almost 
done. Other than that, I needed to write new posts for the social media quote images to 
promote the content offer, make sure all the landing pages are set up correctly with the 
right text and titles, make sure the form to receive the content offer is linked to all the 
right places in Hubspot, double-check the thank-you email that goes out after people fill 
out the form, and make sure our promotional blogs are ready to go. Once I did all of these 
things, I wrote up a summary and linked to where everything lives online so that Data 
Analyst and the team could see.  
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After all of that, I spent some time on the contest again. Because we were approved for 
the Google Hangout webinar, I needed to do a little digging into how exactly to set that 
up in Hangouts. The main point of the contest is to find potential partners, clients, or 
employees. My idea behind the Google Hangout Webinar is to engage with these people 
in real-time and get to know them a little better. We are also using this webinar as 
incentive for them to fill out a form that gives us a little more information about them. 
So, I needed to create the form and set it all up in Hubspot and on our Squarespace site. 
So that’s what I spent the rest of the day doing. 
 
THURSDAY 3/24/16 
I spent the morning finishing putting the text Owner sent me for the inside of the content 
offer and a few other miscellaneous items on the process in Hubspot. I had to leave for 
another research interview, so that was all I was able to get to in the morning. 
 
When I got back from the interview, I was able to spend the whole rest of the afternoon 
on my internship project. I finished up the gender and age comparison and moved onto a 
different comparison. This time I looked at a question that asked “Has employer or client 
prejudice about your gender slowed the progress of your career, or made earning a living 
more difficult than it should be?” compared to a different question that asked, “With 
which of the following statements do you most identify?” relating to their confidence in 
job security. This led to some interesting results between how men answered verse 
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women. I was able to sketch a rough concept for how this information could be shown 
interactively. 
 
At the end of the day, we received some feedback from GPG about our last round of 
edits. They said they would need this next round to be a quick turnaround by tomorrow. 
So I said I would go in on Friday after seminar. 
 
FRIDAY 3/25/16 
After seminar, I came into work and started right away on GPG. We were finally able to 
make a chart that the client approved! So all that was left is to clean up all the designs 
and put those designs into different formats. We sent over all of those packaged up. After 
this, Data Analyst and I worked on getting the Friday email out the contestants for the 
contest. 
 
MONDAY 3/28/16 
Usually we have business development meetings on Tuesday mornings, but they decided 
to switch it to Monday’s from now on. Marketing Consultant and Owner came into the 
office this time too instead of calling in on a conference call. We discussed updates on 
the content offer and thought about additional questions we will have for Jean for our 
very last Hubspot call; updates on the contest; and a video promotion plan for the intro to 
Graphicacy video that is now live on the About page of the Graphicacy site.  
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After the meeting I went to work on the content offer. Everyone made their final edits to 
the actual content offer so I was able to label that complete! We also sent around the 
social media plan one last time for everyone to take a look at and approve before 
scheduling.  
 
I worked on my internship coding project design mock up for a good chunk of time today 
as well. Although the components of the design are almost set, the explanatory little 
paragraphs took a lot of time to think about and phrase the right way. I was able to get the 
first paragraph of two written and worded the way I wanted.  
 
Today I also worked on GPG again. We needed to proof all of our charts and make sure 
every title, subtitle, key, and color was consistent throughout. Once this was finished, we 
sent them back to the client as final on our end. 
 
TUESDAY 3/29/16 
I spent some time today learning how to put a button on the homepage of the Graphicacy 
site that leads to the content offer landing page. The button is called a “Call-to-Action” in 
Hubspot and lets you track when people view it and when they click on it. Once I had the 
button made the way I wanted it, I went into Wordpress and tried to design the bar we 
had come up with in our mock up. We had to make a few tweaks, but overall the bar with 
the button looked really great. With a final approval from Manager and Data Analyst, we 
made the content offer live! Although, no one will really know it’s there until we start 
promoting it. 
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I also had a meeting with Manager and Data Analyst about my internship project. They 
both think it has come a long way and said I need to start thinking about a title and the 
“so what” of the project. 
 
WEDNESDAY 3/30/16 
Today the first priority was our last call with Jean from Hubspot. On Monday we 
discussed our idea for a new content offer that will be targeted towards potential clients. 
We decided that we would do a mix of research, case studies, and anecdotes to show why 
people should invest in data visualization. We talked about this with Jean.  
 
I also worked a lot on the content offer. Since we made it live, we needed to start the 
promotion plan. I got final approval for social media, so I went ahead and scheduled all 
the posts in Hubspot. I also wanted to make sure everything was working, so I did some 
tests with the buttons and realized the workflow to be sent an email after had been turned 
off. I got that back up and running and then we announced the content offer via email and 
social media.  
 
For the rest of the day I worked on my internship coding project again. I was able to push 
the design further and think about not just what I want on the page, but how a user will 
know to interact with each element. The order of the elements is very important in this 
type of interactive tool.  
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THURSDAY 3/31/16 
The big focus today was the contest. We needed to get organized for the webinar we are 
hosting tomorrow by learning more exactly how to host one, test the set up, and get the 
link ready. Once we were able to figure all of this out, Data Analyst and I prepped an 
email to send to those who had signed up for the webinar. We set that up to go out later 
on today. I also made sure we paid attention to social media today on all fonts – content 
offer, contest and regular updates.  
 
For the rest of the day I worked on my internship project design. After discussing with 
Manager and Data Analyst, I was able to get the design to the point where I could start 
coding. I have written both the explanatory paragraphs and placed all the elements in the 
best order for the user to understand how to work the tool. First things first with coding, I 
needed to get the skeletal HTML and CSS set up. Because I had already been thinking 
about that throughout the design process, this was a smooth transition. I sketched out all 
my divs and labeled how many different <h> tags I would need, then I started coding that 
into the text editor. I was able to make pretty great progress by the time the day was over.  
 
FRIDAY 4/1/16 
Because we did not have seminar today, I went into the office. In the morning I helped 
will get prepped for the webinar by writing a very loose script of talking points. We also 
sent out the first email for the people who signed up for the webinar that contained the 
link. We waited until the morning of so that it wouldn’t get lost in people’s inboxes.  
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We hosted the webinar and it went pretty well. There weren’t a whole lot of people that 
joined, but it was a good start to a (hopefully) long tradition. After the webinar we sent an 
email with a recap to question’s people had to the entire list serv of contestants.  
 
Then I got to work on my internship project. I finished up the skeleton and started 
looking at tutorials for d3. Before the day was over I was able to complete about half of a 
tutorial that was a perfect introduction into what I need to be doing with my project.  
 
MONDAY 4/4/16 
I started with social media before we had a business development meeting. Because we 
have a 13-post campaign for the content offer, we need to make sure our feed is 
populated with other types of content too. I spent the morning finding some interesting 
and relevant data visualizations to tweet about. Then we had our meeting where we 
discussed updates on contest, content offer, etc. Surprisingly, there are still a few 
interested contest participants trickling in everyday.  
 
After the meeting, Marketing Consultant and I had a separate meeting about 
Graphicacy’s collateral materials. Currently, there is no style guide for the company and 
all the materials have been made-as-we-go type manner. Marketing Consultant would 
like me to go through and write, design, and strategically think about these new materials. 
This is all a part of the business development efforts to be prepared for new client 
meetings.  
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Then in the afternoon I worked on a client I haven’t worked on since the beginning of 
this internship, Mayer’s Report. There is a map that we needed to design in Illustrator, 
and since maps have to be made manually, I spent a good amount of time working on 
this. 
 
TUESDAY 4/5/16 
I began with Mayer’s Report again today by making some charts that we needed to 
remake in Illustrator so I helped with that firs thing. These charts were very simple and 
mostly mock ups instead of real data to show in the wireframes. 
 
For another couple of hours I worked on the Graphicacy collateral. Marketing Consultant 
wanted me to come up with a customer journey and place the pieces of collateral at 
different points throughout. So I set up a spreadsheet with all of this information and sent 
it to Marketing Consultant. 
 
For the rest of the day I made really great progress on my internship coding project. I 
finished up the tutorials I needed to do to learn the basics of d3 and then moved onto 
searching how to do the specific chart types I am trying to make. I first learned how to 
create a horizontal stacked bar chart and was able to find some code to play with and put 
my data into.  
 
WEDNESDAY 4/6/16 
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The three main areas I worked on today were GPG, business development, and my 
internship coding project. For GPG, Manager, Data Analyst and I printed out the graphics 
we have created thus far for them. We wrote down patterns and chart types for certain 
types of information so as to start creating a style guide of some sort. Once this template 
and styles are decided, creating the chart packs will be much more efficient.  
 
For business development I wrote emails that needed to be sent out and checked in on 
social media. Finally, for in my internship coding project I found out how to make donut 
charts that draw in when the page loads. I figured out a way to put multiple donuts on the 
page, which is what I designed in my mock up, but I don’t think the way I am doing it is 
the most efficient. The new developer is coming in next week, so I talked with him about 
reviewing my code and helping me onto the next steps. 
 
THURSDAY 4/7/16 
Today I designed the case study page for the content offer and gathered all the 
screenshots of the web pages, Hubspot items and social media posts.  
 
Then for the whole rest of the day I helped out with a different client called Zero To 
Three or ZTT. Manager has been designing a long static infographic like the Medicaid 
one we did at the beginning of my internship and asked for my help with a few 
illustrations. There was already a set style in place so I only needed to make new 
illustrations in that decided style.  
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MONDAY 4/11/16 
During last week’s business development meeting I had certain agenda items assigned to 
me to talk about, but I wasn’t as prepared as I should have been because that was the first 
time we did that. So for this week, I spent a lot of time before the meeting going over 
Hubspot analytics and reports, Google Analytics, and Facebook insights. I wrote all of 
the major insights, numbers and changes down so I could share those during the meeting. 
Before the meeting I also posted two blog posts that promote the content offer – one 
written by Nathaniel and one written by me. Then I went to the meeting where we 
discussed all of this. We also talked about my role as a social media manager. 
 
When I got back, I worked on my internship coding project and writing for the rest of the 
day.  
 
TUESDAY 4/12/16 
Today the new developer came in for a test day in the office. This was great because I 
was able to ask him questions about my internship project and he taught me some broader 
concepts about d3 that I wouldn’t have known just by Googling. He taught me about how 
you only want d3 code to perform tasks related to the chart, but anything related to 
styling and HTML should not be written into the d3 code. At the end of my meeting with 
Developer, he told me to look into object oriented programming and a model view 
control system for the next part of the code I need to tackle.  
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During the other parts of the day I worked on contest administration and social media. 
Technically the Major League Data Challenge ended on Monday, but we only had 7 
submissions. This number was much lower than our goal. Nathaniel thought it best that 
we extend the contest one more week. I posted an announcement on Facebook and 
Twitter and then sent an email to the 126 people who said they were interested in the 
contest.  
 
Relating to the content offer, I posted promotional Facebook and Twitter posts about 
Nathaniel’s blog. While we are continuing to promote our first content offer, we aren’t 
seeing a ton of engagement on the posts relating to that. Our strategy is to look ahead to 
the next content offer and make sure this next one is more targeted. 
 
WEDNESDAY 4/13/16 
Today I worked more on my internship coding project by researching what Developer 
told me to and making some more style changes to the CSS and HTML, but the majority 
of my time today was spent on business development collateral. I researched process 
diagram examples and creative ways to display the interworkings of a business like 
Graphicacy without being boring but also relating to the type of work that this company 
does. After speaking with Manager, we decided to start with three different directions – 
diagrammatic, metaphorical and illustrative. Because there were three directions to go, I 
started with paper and pencil sketching so as not to spend too much time on the computer 
perfecting a concept we aren’t going to use. By the end of the day I had all my sketches 
ready to show Manager tomorrow. 
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THURSDAY 4/14/16 
I took care of some social media housekeeping today. Graphicacy, but more specifically 
Timeplot’s work, has been featured in another information graphic book written by 
people in China. There are many different versions of it in all different languages and it’s 
a very big deal to be featured. I took photos of the book and posted this to our Twitter and 
Facebook. This post received a pretty good amount of traffic on Facebook, so that gave 
me some insight to what our Facebook audience likes to see.  
 
For about an hour and a half, Data Analyst and I looked at the d3 code that Developer 
helped write yesterday for my internship coding project. At the end when Developer was 
helping, we were running out of time so he had to move fast and didn’t have tons of time 
to explain every little thing. So Data Analyst and I were going through line by line to 
understand what he line was saying and doing. This was helpful because we both were 
learning and took our time to understand the reasoning behind the code.  
 
Finally, I helped on the client called ENO. Because there are repeating, very simple line 
charts all in a row, Data Analyst wanted to use icons to differentiate each chart, but also 
use the icon as a title in a way. I was tasked with finding icons on the Noun Project and 
then laying out the icons with the charts. I proposed two different options to use the icons 
and Data Analyst passed that along to the client.  
 
MONDAY 4/18/16 
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Today marked the first day of my last week! Right away when I got in, Marketing 
Consultant had me start and finish a poster sale campaign. Because today was Tax Day, 
we used this to our advantage in the promotion of Graphicacy/Timeplot’s poster called 
“Death & Taxes.” I first created a mini, very simple, advertisement image to be used on 
social media and email. I sent the email blast and posted the announcement post to 
Twitter and Facebook. Then I created a set of five quote images to be scheduled for the 
week as promotion for the sale. We also noticed some confusion from customers about 
the branding of Graphicacy vs. Timeplots, so I created a co-branded email template to use 
for next time. 
 
TUESDAY 4/19/16 
Today consisted of mostly business development. I continued working on the Death & 
Taxes poster sale by running a Facebook ad through the Facebook Ad Manager. I have 
never paid to boost a post before so this was an interesting new learning experience for 
me. Our contest extension deadline was yesterday, so I emailed the contestants who 
entered and the ones who didn’t separately to say thank you and stay tuned for the 
announcement of the winners. I also worked on a process diagram a little bit more before 
realizing that we were maybe putting the cart before the horse on this one. I talked with 
Supervisor about this and he told me to write up my ideas. My idea is that Graphicacy 
should have a workshop to discuss the company’s main goals and processes so that we 
can create the necessary collateral.  
 
WEDNESDAY 4/20/16 
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I spent the morning looking at social media insights to present to the team during the 
business development meeting. I discussed the contest, content offer and the paid Death 
& Taxes post. Then we all went to lunch for a goodbye to my internship. 
 
When I came back, I worked on a few more illustrations for the Zero to Three 
infographic and some icon searching for the ENO Transportation web tool. 
  
THURSDAY 4/21/16 
My last day was luckily spent working on my internship project and writing. I also took 
care of some administrative things such as making sure I have all my files and setting up 
the contract for my continuation as a freelance graphic designer for Graphicacy.
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Chapter 3: Evaluation  
 
 
During my internship with Graphicacy, I worked on three main projects that are 
presented in Chapter Three, and jumped in on many different client projects too.  
Business Development Projects (Detailed in Chapter Four) 
Major League Data Challenge. 
This contest was the second in a series of data visualization contests put on by 
Graphicacy to increase brand awareness and potential employee engagement. Before 
working on this project, I had never formally worked on an inbound marketing campaign. 
From this project, I was able to learn many of the capabilities of a CMS system called 
Hubspot; push my writing ability as I had to copy edit and write the collateral materials; 
enhance my understanding of a social media plan; and begin to comprehend the different 
reasons for running an inbound campaign. 
“Great Books to Inspire Your Next Masterpiece of Visual Explanation.” 
Nathaniel Pearlman, Founder and President of Graphicacy, wrote the text for a short 
eBook detailing his top recommended books on data visualization. This project taught me 
about inbound marketing campaigns and the importance of SEO with a content offer. 
While I created a content offer before, I had never set up the campaign with which it ran. 
For the project, I was involved from start to finish and learned the process and different 
elements needed to run this type of campaign. 
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Data Visualization Meet Up. 
In an effort to connect Graphicacy’s name with the work and services we provide, 
Nathaniel and Will presented at a Data Visualization DC Meet Up group while I live-
tweeted the event. This was the kick-off to the Major League Data Challenge and the start 
of my involvement with Graphicacy social media accounts. While I have run a social 
media campaign similar to this, it was different to take on a new business personality for 
the Graphicacy accounts. This taught me the importance of triple-checking my tone to 
make sure it matches the company instead of my own personal tone.  
Social Media. 
After the Meet Up presentation, I began to implement the social media calendar I had 
created for posts relating to the contest and content offer, as well as regular posts relating 
to data visualization and current happenings at Graphicacy. By thinking about the types 
of posts that might benefit Graphicacy and then seeing in real-time how well certain posts 
did over the others, I learned a lot about Graphicacy’s current audience and what people 
will respond to. I have never been a full social media manager, but as the internship 
progressed, that is what I became. This role was brand new to me and so I am learning as 
post.  
“Death & Taxes” Poster Sale. 
During the last week of my internship, the Marketing Consultant had the idea to run a 
poster sale for Timeplot’s poster about taxes, since Tax Day was on Monday. Within 24 
hours we had an email blast, original announcement post for all platforms, one Facebook 
paid advertisement, and a weeklong social media campaign set up. I had never used 
Facebook’s Ad Manager, so learning how to boost a post and set the parameters was a 
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good experience for me. I also learned how quickly a simple sales campaign can be set up 
with two people working efficiently.  
Client Projects 
Glover Park Group – America’s Health Rankings Chart Packs. 
This client had massive amounts of data related to the health of Americans, which all 
went into different types of reports. For each data set, three to five findings were pulled 
out and needing to be visualized with a chart, graph, or graphic facilitation. The Data 
Analyst and I stepped through the process of deciphering the finding by boiling it down 
to its simplest form; brainstorming and sketching different ways to visualize the finding; 
looking for the best ways to make sure the data was represented with the correct chart 
type; making design choices such as color, style, etc.; and finally fact-checking. For this 
client we made a total of three chart packs. Prior to creating these chart packs, I had never 
made anything like this before. The Data Analyst taught me many new skills in Excel, 
and the new chart types we created forced me to learn more about Adobe Illustrator’s 
chart capabilities. I also learned a lot about chart design best practices, and most 
importantly, which chart types are best for certain types of data.  
Center on Budget and Policy Priorities – Medicaid Expansion Information 
Graphic Design. 
Graphicacy had already completed a motion graphic video and the template for a long, 
static information graphic. My role was to make final edits to the layout – items such as 
recoloring an illustration, resetting the type size, or checking margins. When everything 
was finalized, I created nine different versions with different text for nine different states. 
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This client needed the information graphic in many different forms, so I created a CMYK 
and RGB version of each one and then created all the file types they needed in each of 
those color spaces. Because I have experience in production, this project really honed 
those skills for me as opposed to learning something new.  
ShareBlue (F1RSTUP) – Logo Design. 
This client is a brand new company that is launching a political website. Graphicacy 
guided this new company in the beginning processes of branding and logo design. After 
many, many logo iteration rounds, the company ultimately decided to the change its 
name and entire look and feel.  
Zero To Three – Information Graphic Design. 
Similar to the Medicaid Expansion information graphic, this client is in need of a long, 
static information graphic to explain concepts and data points related to childcare in the 
United States. My role was to create custom illustrations in the style of an illustration 
found on the nounproject.org.  
Internship Project (Detailed in Chapter Four) 
“This is still a problem? Absolutely.”  
Part of my internship responsibilities included the advancement of my coding skill set. 
This project was set up with an emphasis on d3.js and JavaScript. I also started at the 
beginning with data collection and analysis, which allowed me to move out of my 
comfort zone in that area as well. This project was the most challenging, new, and out of 
my element of everything I worked on at this internship. I have never analyzed this much 
data and been able to create findings like this ever before. I learned many new concepts 
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in Excel – the most important to me was understanding how to change word answers to a 
percentage. After the data collection/analysis and design phases, I jumped into the coding 
where I learned the most. I was able to work with d3.js and get a handle on the syntax 
used to create charts in a webpage. 
Evaluation Letter from Supervisor 
April 20, 2016 
 
 
To: 
Barbara Cochran 
Missouri School of Journalism 
Curtis B. Hurley Chair in Public Affairs Journalism 
Washington Program Director 
 
From: 
Jeffrey Osborn 
Graphicacy 
Creative Director 
 
 
Barbara, 
 
Hello. I’d like to start by saying thank you once again to you, and the Missouri School of 
Journalism, for the high quality interns you’ve been sending our way over the last few 
years. Your students, including Jenny Sanchez, have been uniformly intelligent, hard 
working, creative and friendly additions to our office. 
 
Jenny’s role at Graphicacy has been as a marketing, development and design intern. 
I’m happy to report that we were able to engage her on all of these levels.  
 
Marketing 
Jenny has been a key player in helping to facilitate and promote Graphicacy’s second 
data visualization contest, a series of content offers for an ongoing marketing/brand 
awareness campaign via HubSpot, as well as general social media outreach (Twitter and 
Facebook.) 
 
Development 
One of Jenny’s goals in coming to Graphicacy was to learn some coding skills specific to 
the creation of online interactive information graphics. During her tenure, and under the 
guidance of various members of the Graphicacy staff, she has had the opportunity to 
imagine, wire frame and then develop code for a data viz module related to her thesis 
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work around the inclusion (or lack) of women in the digital creative professional realm. 
This included basic work with HTML and CSS as well as the application of specific 
JavaScript libraries (D3) that are key in the successful development of these kinds of 
tools. Jenny was also guided in setting up a GitHub account that is commonly used by 
developers to share and iterate on coding projects. 
 
Design 
In addition to adding her design skills to the above-mentioned data viz contest and 
content offer promotions, Jenny has also contributed both concept development, design 
and illustration assets to several pieces of client work including Medicaid expansion 
information graphics created for the Center on Budget & Policy Priorities, health data 
information graphics for an ongoing project with the Glover Park Group as well as 
illustration support for a childcare information graphic for the Zero to Three organization. 
 
Jenny has been great to work with. Very responsible in terms of being on-time, helpful 
and enthusiastic around pitching in where needed, able to work under deadlines, an easy 
fit with other staff and our overall office “culture,” trusted to communicate directly with 
certain clients, and a real asset both in terms of idea development as well as the actual 
production of different types of project assets. 
 
I don’t really have any specific criticisms that I feel are worth noting in this context –
and– would simply encourage Jenny to continue to develop depth and confidence around 
design concept development/exploration as well as basic front end coding skills which 
are increasingly becoming more and more vital for young creatives. I will be happy to 
provide recommendations to future employer prospects where needed. 
 
Best regards, 
 
Jeffrey Osborn 
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Chapter 4: Physical Evidence 
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THE GOAL
To boost Graphicacy’s placement 
as a thought leader in the industry 
and create awareness around 
the company’s knowledge and 
expertise in data visualization.
CUSTOMER PROFILE
Location: Washington, DC
Industry: Creative Analytic Design 
Campaign is ongoing, but so far 
have created brand awareness.
THE RESULT
DURATION
ACCUMULATING VIEWS DOWNLOADS
GRAPHICACY
creative analytic design
Great Books to Inspire Your Next Masterpiece 
of Visual Explanation
INBOUND MARKETING CAMPAIGN | CONTENT OFFER
The topic: A data visualization recommended book list. With data 
visualization and information graphics generating so much buzz online, it’s 
easy to forget about a core source of inspiration and best practice: visual 
literature. Graphicacy has accumulated an extensive library of books which 
inspire the interactive visualizations and data-rich Timeplots prints.
The why: In order to generate business leads and brand awareness, 
Graphicacy set out to run an inbound marketing campaign by means of a 
content offer. The Founder and President of Graphicacy is very well-known, 
so by attaching his name to this content offer as the author, we hoped to 
garner more attention. 
March - April
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Customer Journey Step 1: See Call-to-Action button on homepage 
Figure 4: Call-to-Action button on homepage 
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Customer Journey Step 2: Click Call-to-Action button on homepage 
Figure 5: Call-to-Action button on homepage 2 
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Customer Journey Step 3: Redirect to Content Offer Landing Page 
Figure 6: Redirect to Content Offer Landing Page 
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Customer Journey Step 4: Fill Out Form to Retrieve Content Offer 
Figure 7: Form to Retrieve Content Offer 
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Customer Journey Step 5: Read Through Content Offer (Example page 1) 
Figure 8: Content Offer Example Page 1 
 
 
  
  62 
Customer Journey Step 5: Read Through Content Offer (Example page 2) 
Figure 9: Content Offer Example Page 2 
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Customer Journey Step 5: Read Through Content Offer (Example page 3) 
Figure 10: Content Offer Example Page 3 
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Customer Journey Step 6: Check Email and See Thank You Email from Graphicacy 
 
Figure 11: Thank You Email 
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Customer Journey Step 7: Check Social Media and See Promotional Posts (Twitter) 
For this content offer, the decision was made to run a quotes campaign. With this 
campaign, each book from the content offer will be revealed little by little to entice 
people to download the PDF and read more of Owner’s thoughts. The hope is that these 
images are more sharable in the data visualization online community compared to text 
only posts.  
 
Figure 12: Announcement Post Twitter 
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 Customer Journey Step 7: Check Social Media and See Promotional Posts (Facebook) 
Figure 13: Announcement Post Facebook 
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Social Media Promotional Plan (Post 1) 
 
 
 
 
 
 
 
 
 
 
 
Figure 14: Announcement Post Design  
 
Facebook: We always look for inspiration while working on projects, sometimes never 
having to look further than the Graphicacy bookshelf. Be sure to check out Owner 
Pearlman’s list of best books on visual storytelling and explanation. These are must-
haves for any #dataviz library! http://bit.ly/1VTJbEu 
 
Twitter: Looking for #dataviz inspiration? Our list of the best works of visual 
explanation: http://bit.ly/1VTIV8 
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Social Media Promotional Plan (Post 2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 15: Social Media Promotion 2  
 
Facebook: Read Owner Pearlman's thoughts on Tufte in our #dataviz books list! 
http://bit.ly/25wNeuu 
 
Twitter: Read Owner Pearlman's thoughts on Tufte in our #dataviz books list 
http://bit.ly/25wN3zk @timeplots  
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Social Media Promotional Plan (Post 3) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 16: Social Media Promotion 3  
 
Facebook: If you haven’t already, check out our list of #dataviz books by Owner 
Pearlman http://bit.ly/25wNGJj 
 
Twitter: If you haven’t already, check out our list of #dataviz books @timeplots 
http://bit.ly/1VTK9R6  
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Social Media Promotional Plan (Post 4) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 17: Social Media Promotion 4  
Facebook: Timelines are a staple in the world of data visualization, but each one tells a 
unique story. “Cartographies of Time” is a great source of inspiration for making your 
own. Check out our #dataviz books list: http://bit.ly/25wO2je 
 
Twitter: “Cartographies of Time,” inspiration for your own timeline #dataviz - see our 
books list http://bit.ly/1Y11NAZ 
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Social Media Promotional Plan (Post 5) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 18: Social Media Promotion 5  
 
Facebook: Read Owner Pearlman's thoughts about the many types of tree maps in our 
#dataviz books list graphicacy.hs-sites.com/top-books-list 
 
Twitter: Read about the many types of tree maps in our #dataviz books list graphicacy.hs-
sites.com/top-books-list @timeplots 
  72 
Social Media Promotional Plan (Post 6) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 19: Social Media Promotion 6  
 
Facebook: Effectively visualizing theoretical frameworks is difficult – Owner Pearlman 
discusses in our #dataviz books list. graphicacy.hs-sites.com/top-books-list 
 
Twitter: Visualizing theoretical frameworks is hard. Check out our #dataviz books list to 
learn how: graphicacy.hs-sites.com/top-books-list 
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Social Media Promotional Plan (Post 7) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 20: Social Media Promotion 7  
Facebook: Good data visualization combines art and science – read Owner Pearlman’s 
take on “The Way Life Works” in our top #dataviz books list. graphicacy.hs-
sites.com/top-books-list 
 
Twitter: Good #dataviz combines art and science – read more graphicacy.hs-
sites.com/top-books-list @timeplots
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Social Media Promotional Plan (Post 8) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 21: Social Media Promotion 8  
 
Facebook: Thing Explainer - explanation using only pictures and the 1000 most common 
words. A great book from our #dataviz books list graphicacy.hs-sites.com/top-books-list 
 
Twitter: Explanation with only simple words and pictures - a great book from our 
#dataviz books list graphicacy.hs-sites.com/top-books-list 
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Social Media Promotional Plan (Post 9) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 22: Social Media Promotion 9  
 
Facebook: Simple comparisons speak volumes – read more in Owner Pearlman's #dataviz 
books list graphicacy.hs-sites.com/top-books-list 
 
Twitter: Simple comparisons speak volumes – read more in our #dataviz books list 
graphicacy.hs-sites.com/top-books-list @timeplots 
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Social Media Promotional Plan (Post 10) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 23: Social Media Promotion 10  
 
Facebook: See Owner Pearlman's outlook on the beginning of charts in economics - 
#dataviz books list graphicacy.hs-sites.com/top-books-list 
 
Twitter: Learn about the beginning of charts in economics - #dataviz books list 
graphicacy.hs-sites.com/top-books-list @timeplots 
  77 
Social Media Promotional Plan (Post 11) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 24: Social Media Promotion 11  
 
Facebook: Don’t miss out on Owner Pearlman’s list #dataviz best books – great 
recommendations & witty commentary included graphicacy.hs-sites.com/top-books-list 
 
Twitter: Don’t miss our #dataviz books list – great recommendations & witty 
commentary included graphicacy.hs-sites.com/top-books-list 
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Social Media Promotional Plan (Post 12) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 25: Social Media Promotion 12  
 
Facebook: Check out Owner Pearlman's perspective on "Infinite Perspectives" in our 
#dataviz book list graphicacy.hs-sites.com/top-books-list 
 
Twitter: Owner Pearlman's perspective on "Infinite Perspectives" in #dataviz book list 
graphicacy.hs-sites.com/top-books-list @timeplots 
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Social Media Promotional Plan (Post 13) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 26: Social Media Promotion 13  
Facebook: If you love political #dataviz as much as we do, check out Owner Pearlman’s 
take on Martis’s “Historical Atlas of United States Congressional Districts” in our best 
#dataviz books list! graphicacy.hs-sites.com/top-books-list 
 
Twitter: If you love political #dataviz as much as we do, check out pg. 13 of 
graphicacy.hs-sites.com/top-books-list #dataviz @timeplots 
VISUALIZE THE PRESIDENTIAL NOMINATION
majorleaguedatachallenge.com
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DURATION
March - April
THE GOAL
To engage with potential 
employees/partners
CUSTOMER PROFILE
Location: Washington, DC
Industry: Creative Analytic Design 
Created brand awareness and 
added approx. 100 new contacts 
to database.
THE RESULT
Major League Data Challenge: Visualize the 
Presidential Nomination
INBOUND MARKETING CAMPAIGN | CONTEST
The topic: Graphicacy, a creative analytic design firm, challenged 
contestants to visualize the presidential nomination. Contestants should 
have created a data visualization of the nomination process using delegate 
data. This was the second in a series of contests organized by Graphicacy 
to reward data visualizations that help users better understand key topics in 
areas such as sports, politics, science and current events.
The why: In order to generate brand awareness, Graphicacy set out to 
engage with potential employees/partners in a way that positions Graphicacy 
as a thought leader in the industry and allows Graphicacy to see the caliber 
of work they are capable of.
ENGAGEMENT
Interested Submitted
125 TBD
CHANNELS
Direct
Email
Social
Organic
Search
Referral
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Contest Updated/Redesigned Logo 
Last year, Graphicacy put out the first in a series of contests, where the topic was 
baseball. To match the topic, the contest became called the Major League Data 
Challenge. After many brainstorms and discussions, it was decided to keep the name, but 
add a descriptor to the end to indicate each new contest. I redesigned the logo to center 
around data as opposed to baseball in an effort to use of the logo for future contests. 
Below shows all the iterations before landing on the final logo seen here. 
 
 
 
 
Figure 27: Contest Final Logo  
 
 
 
 
 
 
 
 
 
 
Figure 28: Contest Logo Iterations 1 
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Figure 29: Contest Logo Iterations 2 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 30: Contest Logo Iterations 3 
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Contest Website – Home Page  
This site was created with a Squarespace template. Because this is a template, it was 
difficult to make custom changes. 
Figure 31: Contest Home Page 
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Contest Website – Home Page (middle of the page) 
Figure 32: Contest Home Page Middle 
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Contest Website – Home Page (bottom of the page) 
One of the large draws to this contest is the distinguished panel of judges. For contestants 
to have their work in front of people who founded companies such as Political Wire and 
organizations such as the TED conference is a very big deal.  
 
 
Figure 33: Contest Home Page Bottom 
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Contest Website – Details Page 
This is the page where interested contestants need to enter their information in order to 
receive an email detailing the rules and topic of the contest. Because this is an inbound 
marketing campaign, these names and contact information are added to an internal 
contact list. This allows us to communicate with people who specifically filled out this 
form.  
Figure 34: Contest Details Page 
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Contest Website – Awards Page 
Another large draw to this contest are the many different prizes offered for those who 
win. Throughout the duration of the contest, the “enter and win $1000” catchphrase 
garnered many interested participants.  
Figure 35: Contest Awards Page 
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Contest 1-Pager – Data Visualization DC Meet Up Group 
To launch the contest, Graphicacy attended and presented at a local Data Visualization 
Meet Up group. The Founder and President of Graphicacy and the Data Analyst 
presented the steps to create a large-scale Timeplots poster centered on politics. While at 
the Meet Up, I live-tweeted and announced the contest officially on social media. We 
also had these flyers for people to pick up.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 36: Contest 1-Pager 
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Contest Sponsorship Flyer – Page 1  
A goal for this second contest was to involve sponsors to aid in promotion, reach and 
funding. This digital flyer was sent to potential sponsors.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 37: Sponsorship Flyer Page 1 
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Contest Sponsorship Flyer – Page 2  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 38: Sponsorship Flyer Page 2 
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Contest Sponsorship Flyer – Page 3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 39: Sponsorship Flyer Page 3 
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Contest Social Media Campaign 
Prior to the contest launching, I wrote and scheduled posts to go out through Hubspot. In 
the beginning, the plan was to send out specific types of posts at different phases of the 
roll out, while also keeping in mind other content that would also be in our feed. Not all 
of the posts below were used, but a majority of them ended up going out. 
CONTENT OFFER 
Book # - The books should correspond to the content offer order. Refer to “posts” 
document. 
GRAPHICACY 
#TBT – This post every Thursday will make use of the already trending hashtag #tbt . 
Graphicacy will post previous work, workshops, outreach events, events attended, etc. 
always leading back to somewhere on the website. Usually, people post a #tbt that has to 
do with something coming up in the future as well.  
Example: *Photo of previous work done for a certain client* - “tbt to when we worked on 
this project name here with client name here. Very excited to work with client name here 
again on our upcoming new project name here!”  
NP Video – Topics should try to correspond with current happenings at Graphicacy that 
we want publicized, or to subtly promote contest, content offer, etc. Currently, there is 
about a four-week production allotment per video (shoot, edit, post). 
Timeplots – Repurposing the political blogs from the Timeplots website because it 
pertains to the contest topic and data viz meet up (?) 
CONTEST 
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Inspire – These posts utilize our blogger connections. We can post a link to a specific 
project on each different blog post, then make sure to call out our “blogger partner.” 
Ideally, these bloggers are the same ones who promote the contest. The post should 
inspire people to create something for the contest, get their creative wheels turning, and 
show them the standard we are looking for.  
Intro to Judge – Having very prestigious judges is a selling point for people to participate 
in this contest. Highlighting each judge and then linking back to the bio on the contest 
site is very important to show potential contestants who they can get their work in front 
of.  
Helpful Tip – These posts can be links to tutorials, more information on the topic, recent 
articles about good practices for data visualization, recent articles about the topic, etc. 
This type of post will keep the contestants engaged and show them that Graphicacy wants 
them to be successful. It also positions Graphicacy as a leader in this industry and 
someone to be trusted. 
Interview – There will only be two of these: 1 for the 2015 winner and 1 for the new 
winner. This will be used to give the contest a personal connection rather than some 
mysterious people running the show behind closed doors. (Hopefully they say nice things 
about Graphicacy as well). 
Remind – These posts are used to remind the contestants who are already working on 
their project about how much time is left – they are also used to inform people who 
haven’t heard about the contest of the due date. 
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Engage – Just because the contest is over, doesn’t mean we cannot still talk to the 
audience. We can use these posts to say how hard the judges are working to choose the 
winners, etc. 
Follow Up – This post can be a “Thank you” to everyone who participated and where 
they can find the winners again.  
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Contest Social Media Announcement 
 
Figure 40: Contest Social Media Announcement 
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Contest Social Media Schedule 1  
Figure 41: Contest Social Media Schedule 1 
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Contest Social Media Schedule 2  
Figure 42: Contest Social Media Schedule 2 
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Hubspot Analytics 1 
The chart below is from Hubspot; the CMS Graphicacy uses to maintain contact lists, 
internal campaigns, social media and more. Prior to the Data Visualization Meet Up and 
contest launch, I did not manage anything for Graphicacy’s social media accounts. This 
chart shows the difference between the timeframe I started posting and the previous 
timeframe. These charts show that the social media activity was driving traffic to 
Graphicacy’s main website 284.7% more than the previous timeframe.  
Figure 43: Social Media Analytics  
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Google Analytics – Landing Pages via Channels 
The chart below is from majorleaguedatachallenge.com Google Analytics, which I set up 
very soon after we launched the site to track engagement and channels. This chart shows 
that most of the social referrals came from Twitter more than any other channel.  
Figure 44: Contest Social Media Analytics Landing Pages 
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Contest Outreach Promotion 
Because Graphicacy’s social media base is still small, we wanted to reach out to different 
types of organizations and institutions to help spread the word. I researched top design, 
data, journalism and computer science programs, data visualization blogs, and political 
blogs. This search returned about 50 different contacts to reach out to. Here is an example 
of the type of email we sent: 
 
Figure 45: Contest Outreach Promotion 
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Google Analytics – Location by City 
Figure 46: Contest Location by City 
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Google Analytics – Engagement 
Figure 47: Contest Analytics Engagement  
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Google Analytics – Active Users 
According to Google Support, a 1-Day Active User is the “number of unique users who 
initiated sessions” ("Active Users," 2016) on the last day of the specified date range; 7-
Day Active Users are within the last seven days of the specified date range, and so forth. 
Because the numbers for 30-Day Active Users is higher than 1-Day Active Users, we can 
tell that initial interest has turned into long-term engagement.   
 
Figure 48: Contest Analytics Active Users 
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Google Analytics – Demographics 
 
 
 
 
 
 
 
 
 
Figure 49: Contest Gender 
 
 
 
 
 
 
 
 
 
Figure 50: Contest Age 
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This is still a problem? Absolutely. 
WEB DEVELOPMENT LEARNING PROJECT | HTML, CSS, D3, JAVASCRIPT 
 
 
 
Phase I: Data Collection and Analysis 
The first step in creating this interactive mini web tool was to define a topic and then find 
a credible data source with information pertaining to that topic. I decided I wanted my 
topic for this project to relate to the research component, so something that digs deeper 
into the world of web professionals and then relating that to gender. After searching for 
many weeks, I came across A List Apart’s findings from an annual survey of their 
website’s audience base. The links to the raw data files were broken, so I contacted a 
customer service representative who helped me gather all the data files. In the end, there 
were five years (2007 - 2011) worth of data with between 16,000 – 30,000 responses per 
survey.  
Figure 51: Excel 
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Phase II: Rough Wireframes 
After analyzing the data from many different angles, I settled on the indicators that were 
most related and useful to my topic – gender, if they had ever been discriminated against 
at work because of gender, and their perceived job security level. I first worked in Excel 
to see what this data looked like visually. When I saw there were patterns emerging, I 
started sketching. 
 
Figure 52: Wire Frames 
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Phase III: Design 
Once I decided all of the elements I wanted to include and the general order I wanted to 
put them in, I started mocking up a design in InDesign. The final mock up can be seen 
below. The top portion stayed the same as my sketches, but the main interactive on the 
bottom went through many changes to get to the final state.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 53: Final Mock Up 
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Phase III: Design (continued) 
 
 
 
 
 
 
 
 
 
 
 
Figure 54: Mock Up 1 
 
 
 
 
 
 
 
 
 
 
Figure 55: Mock Up 2 
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Phase III: Design (continued) 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 56: Mock Up 3 
 
 
 
 
 
 
 
 
 
Figure 57: Mock Up 4 
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Phase III: Design (continued) 
 
 
 
 
 
 
 
 
 
 
Figure 58: Mock Up 5 
 
 
 
 
 
 
 
 
 
 
Figure 59: Mock Up 6 
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Phase III: Design (continued) 
 
 
 
 
 
 
 
 
 
Figure 60: Mock Up 7 
 
 
 
 
 
 
 
 
 
 
Figure 61: Mock Up 8 
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Phase III: Design (continued) 
 
 
 
 
 
 
 
 
 
 
Figure 62: Mock Up 9 
 
 
 
 
 
 
 
 
 
 
Figure 63: Mock Up 10 
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Phase IV: Code 
After the design was finalized, I started coding the skeleton of the HTML and CSS files. 
 
 
 
 
 
 
 
 
 
Figure 64: Code 1 
 
 
 
 
 
 
 
 
 
 
Figure 65: Code 2 
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Phase IV: Code (HTML and CSS continued) 
 
 
 
 
 
 
 
 
 
 
Figure 66: Code 3 
 
 
 
 
 
 
 
 
 
 
Figure 67: Code 4 
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Phase IV: Code (HTML and CSS continued) 
 
 
 
 
 
 
 
 
 
 
Figure 68: Code 5        Figure 69: Code 6 
 
 
 
 
 
 
 
 
 
 
Figure 70: Code 7        Figure 71: Code 8 
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Phase IV: Code (HTML and CSS continued) 
 
 
 
 
 
 
 
 
 
 
Figure 72: Code 9  Figure 73: Code 10 
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Phase IV: Code (Javascript) 
 
 
 
 
 
 
 
 
 
 
Figure 74: Code 11 
 
 
 
 
 
 
 
 
 
 
Figure 75: Code 12 
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Phase IV: Code (Javascript continued) 
 
 
 
 
 
 
 
 
 
 
Figure 76: Code 13 
 
 
 
 
 
 
 
 
 
 
Figure 77: Code 14 
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Phase IV: Code (Javascript) 
 
 
 
 
 
 
 
 
 
 
Figure 78: Code 15 
 
 
 
 
 
 
 
 
 
 
Figure 79: Code 16 
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Phase IV: Code (Javascript) 
 
 
 
 
 
 
 
 
 
 
Figure 80: Code 17 
 
 
 
 
 
 
 
 
 
 
Figure 81: Code 18 
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Phase IV: Code (Javascript) 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 82: Code 19 
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Phase IV: Code 
That code creates this in a browser: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 83: Browser 
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Chapter 5: Analysis 
 
 
Introduction 
Feminists have struggled against political systems to change structures, attitudes 
and behaviors to be less dismissive and discriminatory of women. We are at a point in 
history where treating women with equality in the workplace is a prevalent topic across 
American culture. This topic of gender equality has slowly worked its way into tangible 
programs and conversations in different industries, but some more than others. While the 
media technology industry has made strides in this area, much more research still is 
needed. Current scholarly research asks why there are more men than women in this 
industry, and how women are treated once they are in the industry. The literature also 
discusses an absence of women in relation to the history of technology, gender 
discrimination in the workplace, gendered technology, and the lack of women role 
models in the industry. However, there needs to be more research comparing women’s 
perspectives to their male counterparts’ perspectives in the workplace.    
I conducted a research study on the relationship between gender and media 
technology using a feminist theoretical approach. By taking a qualitative approach to this 
topic, I address women’s perceptions and experiences in the media technology industry 
as well as men’s perceptions and experiences. With more qualified women continually 
entering the work force, but facing unequal treatment, this research study provides insight 
into gender discrimination in the media technology industry. Anonymous semi-structured 
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interviews of professionals currently working in the technology field allowed me to 
extract not only information, but also a narrative about men and women’s experiences in 
a male dominated industry. 
Below, the literature review discusses the relationship between gender equality 
and technology within the context of feminist discourse. To understand the current 
literature landscape, it is essential to outline a brief history of women in relation to the 
media technology industry. This will be followed by a discussion of liberal, radical and 
cultural feminism and the connection between feminism, gender and technology. Finally, 
the well-known problem of underrepresentation of women in technology companies will 
be discussed.  
Following the literature review, an analysis of three main themes that emerged 
from the research is discussed. These themes are as follows: the media technology 
industry is male dominated and has aspects that are discouraging to women; there are 
common hurdles and barriers faced once in the industry; and within the industry there is a 
discussion of whether or not gender diversity on a creative team affects the end product, 
creative element, or web tool. I conducted this research study while completing a 
professional project at a media technology company. I applied the insights learned from 
the research study to my personal experience at work. Likewise, because I was in a 
similar position to the participants of the research study, I had an enhanced 
comprehension of their experiences. 
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Literature Review 
History of Women in Technology. 
Media technology is broadly described as the technology used to create media. I 
am defining the “media technology industry” as an industry that encompasses applied 
creative services, which are “those fields where creativity is used for commercial 
purpose” (Windels, 2012, p. 503) plus the use of technology to create digitally interactive 
products, such as an app or website. Within the media technology industry, there are 
many types of job positions to be held. This project will talk specifically about those 
positions that use the knowledge of interactive design, web design, and web development 
or programming combined with creativity to execute a digital component of a product or 
an advertising campaign. People in these job positions are referred to as web 
professionals. According to A List Apart, a website that “explores the design, 
development, and meaning of web content, with a special focus on web standards and 
best practices,” describes web professionals and their impact as people who “call 
[themselves] a user experience consultant, web developer, or content strategist; whether 
you design customer flows, buttons, or brands; no matter what title you hold as a full- or 
part-time web professional, your work shapes our future and ought to command the 
world’s respect” ("A List Apart," 2016). 
According to Women, Science, and Technology, “…the absence of women in the 
history of technology has to do with the traditional identification of invention with men 
and machines, and that technology has been defined to exclude women’s work” (Wyer, 
2009, p. 9). However, these historical accounts of technology are often incorrect, because 
women were not allowed to file for their own patents or inventions until the early 1800’s, 
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rendering women in technology almost invisible (Wyer, 2009). It is also known that 
women’s contributions to computer technology were largely concealed until 
approximately the 1980’s.  
Another view from scholars of the history of technology is that since the 
nineteenth century, “as modern Western societies attributed the ability to create and wield 
technology to men, they concurrently socialized women to perceive that what technology 
consists of, how it works, and what it may be used for is beyond their ken” (Way, 2012, 
p. 187). Many feminist scholars have noted that the history of technology is “populated 
by white, middle-class men…[and] they are the makers of technology” (Kubik, 2012, p. 
139), while women are on the receiving end. In summation, in this view women were 
invisible and not often given the opportunity to create or invent technology because they 
were conditioned by society not to.  
Fortunately, women’s involvement in technology throughout history has in some 
ways been rewritten and acknowledged by feminist literature. In an article written by 
Laura Sydell of NPR, she discusses an oral history project of the Computer History 
Museum and with Walter Isaacson about his book, The Innovators: How a Group of 
Hackers, Geniuses and Geeks Created the Digital Revolution (Sydell, 2014). In 
Isaacson’s book, he states the importance of Ada Lovelace, a mathematician born in 
1815, who created the “blueprints” of a computer that could display not just numbers, but 
words, pictures and music, as well. These notes were eventually used to create the first 
computer a century later. This is significant because college-aged students studying 
computer programming still seldom know who she is (Sydell, 2014).  
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Another example of where women were erased until recently is with the invention 
of the ENIAC machine, also known as the first general-purpose computer. A team of six 
women was called upon to write programs for the ENIAC during the 1940’s, while two 
men built the hardware. On the day of the unveiling, the women were not allowed to 
partake in the celebratory activities or given credit for their work. The recognition went 
to the two men instead (Sydell, 2014). These two major events are recognized as 
irreplaceable influences on computer programming, yet these women’s contributions 
were unknown for decades. 
In addition to women’s invisibility in the history of technology, “until recently, 
histories of technology did not feature women engaging with technology in capacities 
other than as passive consumers” (Way, 2012, p. 187). For example, a study examined 
personal digital assistant technology (PDA’s) failed attempt at targeting women and 
shows how women had no choice in how technology was created for them. Rodino-
Colocino compared PDA’s to the television, because in the 1950’s it was seen as a new 
piece of technology. Television programming was very specific to women who were at 
home during the daytime, so the room with the television became the heart of the home. 
“Audrey,” a PDA, was supposedly the nerve center of the home, and was marketed to fit 
into the kitchen where the woman spends much of her time. However, because the 
interface and technology was too advanced for an average person, this product did not do 
well and was eventually pulled from the market (Rodino-Colocino, 2006).  
This article also analyzed how a handheld device called the Palm V was first 
marketed toward women. In the late 1990’s after a controversial advertisement degrading 
women ran on bus covers, Palm Computing answered backlash with this: “We’re actually 
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trying to attract more women with the Palm V than ever before…The Palm V is more 
elegant and thinner which is more appropriate for female users whose hands are smaller” 
(Rodino-Colocino, 2006, p. 379). Overall, this article demonstrated that even in the early 
2000s, technology was used to further separate men from women and put women “where 
they belong,” the home (Rodino-Colocino, 2006). With both of these technologies, 
women were on the receiving end of a piece of technology created by men.  
Although women are now present in the industry and history, many still face 
gender discrimination and uncomfortable situations on a daily basis in media technology 
companies. For example, TechCrunch covered a string of events that led to the departure 
of engineer Julie Marketing Consultant Horvath from a well-known tech company called 
GitHub (Tsotsis, 2014). As one of few female engineers in the company, Horvath dealt 
with male colleagues erasing her work for refusing romantic advances; the founder’s wife 
verbally harassing and threatening her on a daily basis; the founder chastising her for 
“bad judgment” to which she was left crying uncontrollably; and a “strip-club” like 
environment where a line of men gawked at two women hula-hooping (Tsotsis, 2014). 
While women slowly get rewritten into the history of technology, research on this topic is 
deficient of women’s contributions. Also, as seen by the GitHub example, women are 
still not equal in the media technology industry, rendering it difficult to have women’s 
contributions to technology even be written into history.  
Frameworks of Feminism. 
In society today, females are still favored less than men when it comes to power, 
prestige and money (Tong, 1989). In its most simple form, feminism means the 
“advocacy of women and the support of women’s political rights,” (Kitch, 1994). While 
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there are different strands of feminism, “all feminist positions are founded upon the belief 
that women suffer from systematic social injustices because of their sex, and therefore, 
‘any feminist is, at the very minimum, committed to some form of reappraisal of the 
position of women in society’” (Whelehan, 1995, p. 25). While feminism is rooted in the 
same problem, the differences in feminisms arise out of defining the ‘oppressor’ and 
offering conflicting ideas of solutions to be liberated from the oppressor that has been 
identified (Whelehan, 1995). The three most prevalent strands are liberal, radical, and 
cultural feminism. 
According to Imelda Whelehan, liberal feminism is the oldest form of feminism 
and very challenging to define (Whelehan, 1995). Liberal analytical frameworks can be 
traced back to the seventeenth century and involves a male-oriented meaning of politics. 
Although stemming from a liberal analytical framework, liberal feminists “tend not to 
identify their position as ‘political’ but rather as a sensible, moderate and reasonable 
claim for formal sexual equality” (Whelehan, 1995, p. 27). Instead of thinking of liberty 
and equality in abstract terms, liberal feminists think in concrete terms for what liberty 
and equality mean for men and women (Tong, 1989). An emphasis is placed on equality 
of men and women in every way (Kitch, 1994), meaning that biology differences should 
not be used to “create distinctions between the mental or rational capacity of men and 
women” (Whelehan, 1995). The overall goal of liberal feminists is to “free women from 
oppressive gender roles,” or roles seen as justification of women’s lesser place in 
academia and business, as well as any environment in which women are not allowed to 
excel as far as men (Tong, 1989). Some view that liberal feminism is the only way to 
create a society in which “women and men can thrive equally” (Tong, 1989).  
  130 
Liberal feminists also argue that because women are prone to a more nurturing 
disposition compared to men’s rational disposition, they are pushed into jobs such as 
nursing or childcare and “steered away from jobs in business, science, technology, 
engineering and mathematics” (Tong, 1989). While women are pushed toward certain 
jobs, men also experience de facto gender discrimination. “Although liberal feminists 
sympathize with men who find it difficult to pursue child-centered careers,” (Tong, 1989, 
p. 34-35) they also believe these men do not receive the same systematic constraints that 
women experience. But because both genders experience discrimination in some form, 
liberal feminists believe that “women and men might be able to develop the kind of social 
values, leadership styles, and institutional structures needed to permit both sexes to 
achieve fulfillment in the public and private world alike” (Tong, 1989, p. 30). While 
liberal feminism focuses on concrete ways to lessen the gap between men and women, 
radical feminism focuses more on the political systems in place. 
Second wave feminism, along with radical feminism, began in 1968 (Whelehan, 
1995) and arose from Friedan’s Feminine Mystique, where it was realized that women’s 
limitations in society are due to a systematic structure that privileges men. This rhetoric is 
argued to have surrounded the whole women’s liberation movement (Denker, 2015). 
Additionally, second wave feminism places women in a victimized state, where the 
blame is placed on the shoulders of patriarchy. Women should not see themselves at fault 
for their “weakness,” but should see that this weakness is “a part of a larger system of 
oppression” (Denker, 2015). Klein has defined different aspects of radical feminism to 
offer a clear description of the concept. (1) Patriarchy is “a system of structures and 
institutions created by men in order to sustain and recreate male power and female 
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subordination” (Klein, 1996, p. 15), (2) radical means “pertaining to the root” (p. 9), and 
(3) radical feminism is looking at the “roots of women’s oppression” (p. 9). In other 
words, radical feminists’ view is that  “…women as a societal group are oppressed by 
men as a social group and that this oppression is the primary oppression for women” 
(Klein, 1996, p. 11). In order for women to gain equality “a total revolution of the social 
structures and the elimination of the processes of patriarchy are essential” (Klein, 1996, 
p. 12). 
One way to describe why women graduate with a degree in science or 
engineering, but do not have a career in the field can be explained within a radical 
feminist lens. According to Mary Wyer, this is called the deficit model. Within this 
model, the reason women are underrepresented is because of “structural barriers” such as 
legal, political and social differences in the way women are treated (Mary Wyer, 2009). 
Underneath structural barriers, there are some to be considered formal, such as laws, and 
informal, such as lack of resources available or “boys clubs.” The second way to describe 
this phenomenon is within a cultural feminist context, or the difference model. This states 
that women and men’s goals are different (Mary Wyer, 2009). The reason women are not 
represented equally is because women have culturally been told that science is masculine 
and, therefore, do not want to participate in the field. Both of these models emphasize 
that there are constraints against women. They are either constrained by the system or 
constraining themselves (Mary Wyer, 2009).  
Cultural feminists believe in the differences between men and women, and that 
social change will come by adding feminine values to the masculine values that currently 
run society. According to cultural feminists, men have created a negative cultural 
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connotation for female attributes, so a main component of this strand of feminism is to 
“revalidate [those] undervalued female attributes” (Alcoff, 1988). “Cultural feminists 
have not challenged the defining of woman but only that definition give by men” (Alcoff, 
1988, p. 407). Unlike radical feminism’s belief that liberation will come from 
demolishing the patriarchal society, cultural feminism “equates women’s liberation with 
the development and preservation of a female counter culture” (Alcoff, 1988, p. 411).  
There is a “commitment to preserve rather than diminish gender differences” (Alcoff, 
1988, p. 411). 
In a study that conducted interviews with female educators of technology, women 
stated that playing with “male toys” when they were younger helped them feel more 
comfortable around a male-dominated organization as adults. This challenges cultural 
feminism because these women have shed their feminine identity to fit in with the male 
colleagues and students (Berger, 2008). This study’s participants describe the women as a 
“jack-of-all-trades,” able to have both feminine and masculine qualities (Berger, 2008). 
When this trait of a woman is seen as positive in a work environment, it sheds light on a 
larger issue within the feminist conversation. The hasty answer is that having more 
women in the field of technology reduces the problem of isolating women. But Faulkner 
describes how thinking in these terms creates a problem of either women joining the field 
to bring a so-called womanly touch (cultural feminism outlook) or women having to 
become “one of the guys” (liberal feminism outlook) (Mary Wyer, 2009). In either of 
these scenarios, the woman has to alienate herself as different from her colleagues, or has 
to pretend to be something she is not for the sake of a job. 
There are different views about feminists classifying one another as one of these 
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three strands, and one view is that it is extremely problematic toward the goal that all 
feminists (theoretically) agree upon. When one identifies as a feminist, they are asked to 
pick a “tribe and then to pick up arms against the other competing feminist tribes” 
(Denker, 2015, p. 321). Denker affirms that this “keeps women from uniting in any 
functional way,” which furthers the patriarchal society (Denker, 2015). She claims that 
this also forces feminists to think in dichotomous terms like patriarchy has always done, 
which creates unnecessary distance and anger within the different strands of feminisms 
(Denker, 2015). Those that have classified as a certain type of feminist would then be in 
opposition to this view.   
Gender and Technology. 
To address the relationship between gender and technology, it is important to 
discuss different ways technology can be defined in relation to society. Technological 
determinism asserts that the technology itself determines the culture it resides in, acting 
as an external agent disconnected from its users and creators (Chandler). This is the most 
extreme form of relating technology and society, which leaves room for less extreme 
theories to oppose. Within the context of gender and technology, specifically feminism 
and technology, it is essential to reject hard technological determinism and instead opt for 
soft technological determinism. Soft technological determinism means that technology 
cannot be separated from those who create and employ it. “Those who design 
technologies are by the same stroke designing society” (Faulkner, 2001, p. 82). Also 
within this view, society is seen as able to alter a technology’s intended uses once it 
interacts with the physical world. For example, technology is defined differently 
depending on which gender has invented or uses something more (Zoonen, 1992).  
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Within the topic of gender and technology, there are similar subsets of research 
discussing women and technology, feminism and technology, feminist technologies, and 
gendered technology. Women and technology “focuses on specific technologies or 
technological arenas encountered by women” (Faulkner, 2001, p. 80), and the 
implications of gender in those areas. For example, cyberfeminism sees the Internet as a 
vast territory of “arenas in which technological process is gendered in a manner that 
excludes women from access to the empowering points of techno-culture’” (Oh, 2012, p. 
1). This includes not only the Internet, but “also in institutions that shape the layout and 
experience of cyberspace” (Oh, 2012). At the core, this aims to point out that “women 
and technology” encompasses the physical piece of technology as well as the way women 
interact with that technology. There are three main ways women can interact with 
technology: 1) Women use the technology in their everyday lives; 2) women use 
technology to create an end product in a professional setting; and 3) women create the 
technology in a professional setting to be used by others. Research shows that “vastly 
more women are “on the receiving end” of technologies than create them” (Faulkner, 
2001), so more often men are creating technology for everyone to use.   
Feminism and technology focuses on “not only how gender can shape technology 
but also how the design and/or use of technologies can constitute gender identities and 
relations” (Lohan & Faulkner, 2004, p. 321). For example, when cell phones were 
marketed with pink rhinestones, it was clear that this technology had been designed for 
men, not for people, and now the design needed to be altered to appeal to women, too 
(Layne, 2010). “The changes they made based on their understanding of ‘women’s 
aesthetic’ raised…the question of whether these were actually women’s choices or men’s 
  135 
choices for women” (Layne, 2010, p. 5). “Feminizing an existing technology does not 
make it feminist, but often just the opposite” (Layne, 2010, p. 4) as seen with this 
example.  
Layne has defined feminist technologies as “tools plus knowledge that extend our 
human capacities and enhance women’s ability to develop, expand, and express their 
capabilities,” not to be interchanged with feminine technologies, which are “technologies 
associated with women by virtue of their biology” (Layne, 2010, p. 3). According to 
Layne, this means that feminist technologies are more likely to be designed by women 
“because the life experience of a designer informs every aspect of design, including 
problem identification and selection” (Layne, 2010, p. 7). With this view, it is clear why 
male dominated creative media technology teams are at a disadvantage to generate 
technologies with women’s use in mind.  
There are two ways gendered technology can be viewed. The first is gender of 
technology, which according to Wendy Faulkner, means that the technology itself is 
gendered. Gender of technology assumes there is a duality to technology. Some artifacts 
take a masculine form and others take a feminine form creating a “hard” and “soft” 
technology dichotomy. Hard technology can be considered rockets or weapons, and an 
example of soft technology is a kitchen appliance. Although women interact with “soft” 
technology on a regular basis, the artifacts are not considered to be “real” technology 
(Wyer, 2009).   
Similarly, “in technology oriented fields, females tend to enter office-type jobs 
where they are directed by the technology while males enter fields such as engineering in 
which they direct the technology” (Wyer, 2009, p. 73). Although both are interacting with 
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technology, “men’s relationship to technology is often seen as more natural, and hence 
more legitimate” (Kubik, 2012, p. 137). Along the same lines, job positions that create 
technology are seen as working towards societal progress, which is associated with power 
and control. The need to dominate and have power and control are seen as masculine, so 
technology is understood as a “masculine culture.” (Faulkner, 2001). 
On the other hand, gender in technology means that “gender relations are both 
embodied in and constructed or reinforced by artifacts to yield a very material form of the 
mutual shaping of gender and technology” (Faulkner, 2001, p. 85). This is evident in the 
design of technology, where, “features designed into artifacts tailored specially for 
women or men users tend to reflect and reinforce gender stereotypes, which in turn, play 
into design choices” (Faulkner, 2001, p. 84). For this reason, women are expected to 
catch up on the technology of today so as to become equal counterparts to the men who 
have created and use the technology. But “men’s interests, priorities, perceptions, and 
experiences are bound to be reflected in the design of artifacts,” (Wyer, 2009, p. 149) 
which makes it more difficult for women to use these technologies. In addition, the 
omission of women “from the design, production, application and use of technology 
leave a male bias to be unchallenged” (Zoonen, 1992).  
For example, a case where the design of technology reinforces gender stereotypes 
is the Apple Watch. There have been many articles discussing where Apple went wrong 
on the design of this piece of technology and where reviewers of the product went wrong 
with facilitating the conversation. Sophie Charara from Wareable.com points out two 
main missteps. First, “most of the reviews (written by men, for men) of the Apple Watch 
(designed by men) will have made some assumptions” (Charara, 2015). The first area the 
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Apple Watch missed is the size. Charara explains she has “a smaller wrist than pretty 
much all male tech reviewers…every single smartwatch I've worn so far has looked - and 
felt - a bit too big” (Charara, 2015). Secondly, Apple has integrated new tracking 
technology with their software updates, specifically health information. The interesting 
point is that “Apple Health tracks bizarre metrics like copper intake but not periods.” 
Because men designed this new technology, their bias is engrained in to the product. 
Underrepresentation of women in media technology companies. 
An overwhelming theme woven throughout the literature on gender and media 
technology is that women are vastly underrepresented in technology, science, and 
information technology fields. The main problem lies within the idea that “in disciplines 
where there are few or no women in a position to promote change, there are few who 
have a vested interest in challenging the status quo” (Wyer, 2009, p. 1). For example, a 
study conducted with in-depth semi-structured interviews of 25 executive women in 
information technology, revealed that two, of six total, major challenges the participants 
faced in their career were gender discrimination (32% of participants) and male 
dominance in IT (32% of participants). The participants elaborated that because of their 
gender, (1) their advancement was slower, (2) they had to prove themselves, and (3) they 
were not treated with respect and taken seriously. The participants also said that their 
bosses oftentimes did not think women should have leadership positions (Thomas, 2007). 
The solution these participants offered was that instead of stifling women’s advancement 
and even existence in information technology, organizations should be working to create 
an environment where women feel welcome and as an asset (Thomas, 2007).  
Furthermore, a content analysis study conducted on the publication called 
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Science, revealed how advertisements showed women half the time they showed men in 
regular issues. The study also exposed that advertisements including men were 
commonly used with words such as “accurate, fast, and precise,” while advertisements 
with women were paired with the overarching theme of “science made simple.” A 
feminist theoretical framework helps underscore this because those types of descriptions 
are only instilling a certain type of patriarchal culture, where science is cool for men, but 
confusing for women. Additionally, “the fact that popular images of both science and 
technology are strongly associated with the masculine side…must be one of the reasons 
why, in a deeply gender divided world, most girls and women do not even consider a 
career in engineering” (Wyer, 2009, p. 144). In the conclusion of the study, the author 
stated that when advertisements change their reflection of culture, it would be possible 
for science stereotypes to change too, as well as lead to the diversification of gender in 
science (Mary Wyer, 2009).  
The final reason the literature pointed to as to why there are fewer women in these 
industries is because of the lack of women role models. By the same token, the few 
women who are present have attributed their success to having a role model or mentor, 
but not always female. According to a study about the number of women teaching in the 
science and technology fields, only 3 to 15 percent of faculty members were women. 
“The lack of female faculty undermines efforts to attract girls to science and engineering, 
and particularly into the classroom on the college level – largely due to a lack of role 
models” (Wyer, 2009, p. 73). A previously mentioned study about educators of 
technology stated that “young girls need female technology education and STEM role 
models to guide them into these non-traditional fields, since gender role modeling 
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directly supports intellectual and emotional growth” (Berger, 2008, p.65). This study also 
says that support was a major reason these women decided to enter the field of 
technology, however it is generalized that all of the participants had a male role model 
growing up (Berger, 2008).  
Additionally, in a study mentioned above that conducted in-depth, semi-structured 
telephone interviews with 25 participants about their path and role as women executives 
in information technology, the women responded overall, that support was what helped 
them advance in their careers. This meant support from parents, spouses, and sometimes 
children (Thomas, 2007). They also “felt that having female role models to look up to 
and having the opportunity to talk and share your experiences with a female mentor was 
important for building self-confidence” (Thomas, 2007, p. 41). 
Many qualitative studies conducted on this topic so far do not include the views of 
men, or a comparison of two people of opposite gender in the same workplace. Other 
studies focused on women who made it to the top of the career ladder, while I gathered 
material on people with a range of experience in the media technology industry. This 
information is a missing component of the literature and will lead to a deeper, relevant 
understanding of the discriminatory or non-discriminatory culture of media technology 
companies in the United States. Based on the literature review, it is apparent that 
women’s contributions to the history of technology are extremely important, but not as 
well recognized. This speaks to a greater problem relating to gender and technology. 
Women’s’ relationship with technology and the environments where technology is used 
and created can be seen as favoring men. Furthermore, positioning this problem within a 
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feminist context allows for a lens with which to analyze these experiences of men and 
women. The research questions I aimed to answer with this research study are as follows:  
1) How do women and men perceive and experience web professional positions in a 
media technology company? 
2) How do these similarities and differences reflect or challenge liberal, radical 
and/or cultural feminisms? 
Methodology 
 The methodology for this qualitative study was anonymous semi-structured 
interviews. “Qualitative interviewing explores respondents’ feelings, emotions, 
experiences and values within their ‘deeply nuanced inner worlds’” (Brennen, 2012). 
With this methodology, I allowed subjects to think deeply and understand for themselves 
their true experiences and emotions. Thus, a narrative of their experience was told more 
so than a list of answers to questions. These types of interviews are “usually based on a 
pre-established set of questions that are asked to all respondents” (Brennen, 2012). But, 
with semi-structured interviews, I was able to ask follow up questions specific to the 
interviewees’ response. This tactic is used to “delve more deeply into some of the topics 
or issues addressed, or to clarify answers given by the respondent” (Brennen, 2012).  
I interviewed males and females with job positions that use the knowledge of 
interactive design, web design, and web development or programming combined with 
creativity to execute a digital component of a product or an advertising campaign from 
five different media technology companies. This resulted in eight interviews total. Each 
interview took place separately in order to keep anonymity of the participants. Eight 
interviews allowed for many different perspectives to be shared and brought to light 
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without becoming redundant.   
The initial point of contact for all five of the media technology companies 
participating in this study varies, but all were followed up with by email to organize the 
time and date of the interview. Two of the interviews were conducted in-person, but 
because the participants are spread across the country, six of the eight participants were 
interviewed via video-chat. This method was preferred over phone interviews so as to 
engage with the participants on a more personal level.  
The five media technology companies provide a large range of different services 
and are varied in size. Company A has approximately 200-500 employees; Company B 
has approximately 10,000 employees; Company C has approximately 50-200 employees; 
Company D has approximately 5,000-10,000 employees; and Company E has 
approximately 2,100 employees. Regardless of company size, however, all participants 
worked on a team of 10 or less doing web design, digital product development, or 
programming web tools. Additionally, while each design, tool or product is different; all 
are created for other people to use. All participants also work with the same mix of 
technologies on a day-to-day basis. These technologies include the Adobe Creative Suite 
programs, programming languages such as HTML, CSS, JavaScript, or PHP, text editors, 
and email.  
Participants ranged between the ages of 24 to 35, and two were over the age of 40. 
Participant 1 is a female Web Developer/UX Designer; Participant 2 is a male Web 
Developer; Participant 3 is a female Art Director and Web Designer; Participant 4 is a 
male Web Developer; Participant 5 is an female Interaction Designer; Participant 6 is a 
female Design Strategist; Participant 7 is a male Programmer/Web Developer; and 
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Participant 8 female is a Data Programmer/Web Developer. Each interview ranged from 
45 minutes to 1 hour and a half and the main questions I asked the participants are as 
follows: 
1) Can you describe what an average workday looks like for you?  
a. What types of processes do you carry out each day? 
b. How would you describe your main responsibilities?  
2) Can you describe any key points in your journey to becoming a job position title 
here? 
a. What types of role models did you have growing up? 
b. Can you describe a specific moment where you knew what you wanted to 
do as a profession? 
c. Can you share about a time when you felt your passion was crushed or you 
were facing a hurdle that may hinder you from pursuing the profession 
you were seeking?  
3) In your opinion, what personality types usually succeed as a web designer, web 
developer and interactive graphic designer? 
4) Can you describe an example of how office meetings are run?  
a. How would you describe the communication styles present during those 
meetings? 
5) Have you ever felt held back from achieving something you wished to attain? 
a. How would you describe any barriers you have faced in gaining success at 
work? 
6) Talk to me about the gender inconsistencies in this industry, specifically among 
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web designers, developer and interactive graphic designers.  
a. Research shows this is still a male-dominated industry. What are your 
thoughts on this? 
b. In your opinion, why are there so few female web designers, web 
developers and interactive graphic designers compared to male? 
7) Are there aspects about the job position of a web designer, web developer and 
interactive graphic designer that might discourage women from staying in those 
roles? 
8) Are there any aspects about those job positions that make it easier for a male to 
succeed? 
9) Are there any aspects about those job positions that make it easier for a female to 
succeed? 
10) Your company was involved in the creation of product/campaign, what do you 
think this means for the culture of the company? 
a. How has this affected the type of work you produce in that work 
environment? 
11) How do you think your role as a job position title here affects the content your 
company creates? 
Because these interviews were semi-structured, follow up questions not listed in the 
original interview questions document were asked when necessary. This type of question 
occurred when clarification or more information was needed to describe the participant’s 
thoughts.  
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Findings 
Three prominent themes emerged from the research collected to support the 
literature review: 1) the media technology industry as male centered, 2) the hurdles and 
barriers in the industry, and 3) gender diversity as it may or may not affect content. These 
themes illustrate how gender norms are reinforced in the industry and how a cultural 
feminist framework emerged from some of the discourse from interviews with 
participants. As such, this project underscores how participants highlighted the role of 
culture in influencing gendered ideologies. These three themes relate to the topics 
mentioned in the literature review such as the underrepresentation of women in the 
industry and where technology comes into play within the frame of gender and feminism. 
Male Domination in the Media Technology Industry. 
Participants expanded on possible reasons for a male dominated industry and 
certain aspects that may discourage women from joining the field, which helps maintain 
the presence of a male-dominated industry. The first two arguments participants made 
regarding a male dominated industry reinforces gender norms through cultural ideologies. 
They believe women are discouraged from joining the field because of wanting to start a 
family or wanting to spend more time with their family. They also indicated men and 
women have different communication styles that affect the types of job positions they 
hold. The third argument participants made for a male-dominated industry highlights the 
role of education, which they argue does not cater to the development of STEM skills in 
females. While the male participants’ responses regarding education reinforces gender 
norms, female participants’ reflected a cultural feminist framework.  
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The idea that women are not capable of maintaining a family and a career is not 
new. Hannah Pym, Marketing Director at Apadmi, a media technology company, 
parallels participants’ views that the industry is male dominated and discouraging to 
women due to family constraints. Pym stated that retention rates for females in 
technology companies is 15 percent lower than males and is usually the “result of 
challenging working conditions and company culture” (Pym, 2016). She states that “it is 
widely accepted that working in the tech industry means working late hours and often 
staying behind” meaning that those with families, usually women, are affected negatively 
(Pym, 2016).  
Participants #1F, #8F and #5M echoed this argument by indicating that many 
women are discouraged due to the demanding nature of the job. Interviews highlighted 
their belief that web professionals work too many hours to have both a family and a 
career. For instance, participant #8F said she thinks part of the reason she does not have 
children is because she spent her 20’s and 30’s working late hours. Additionally, 
participant #5M explained how a female coworker feels guilty for loving her job: 
And that’s what she says all the time, you know, I feel like a bad mom sometimes 
because I enjoy my work and I want to be at work right now. But that means my 
kids are at daycare a little bit longer. But I do enjoy being with my kid. And I’m 
like, you know, that doesn’t make you a bad mom, that makes sure you have a life 
beyond your family. That’s very healthy. I don’t say all of that, but if it makes 
you happy being here you shouldn’t feel guilty about that.  
As seen with these examples, female participants discuss the subject of missing out on 
family in a despondent manner. When participant #8F discussed not having children she 
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ended by indicating that she does not regret anything about her life. This type of response 
from participants reinforces gender norms, which are defined as “a set of rules or ideas 
about how each gender should behave” (Center, 2012). Literature asserts that because 
“the patriarchy does have its specific set of rules in capitalist America…mothers who 
work, even if economically obliged to do so, are made to feel guilty for it…” (Lindsey, 
1994, p. 431). Culture has designated certain traits, actions and spheres as either 
masculine or feminine, and these old ideologies are reinforced in the media technology 
industry.   
In contrast to female participants, participant #5M discussed how a male 
coworker left his previous job and took a pay cut to spend more time with his family, but 
the feeling of guilt was never mentioned. This male coworker’s attitude about the 
situation was described in an assertive manner; he wanted to spend more time with his 
family, so he left his job and started a new one. Such insights about the connection 
between women and family in the media technology industry reinforce cultural gender 
norms, where it is believed that women are expected to remain in the household. Because 
gender norms, or this set of “rules,” are determined by culture and not by biology 
(Center, 2012), men and women are expected to remain in certain spheres even if they are 
better at something else. Literature says, “while men hold fast to the domination of the 
‘public sphere,’ it has been the world of home and family that is woman’s domain” 
(Ehrensaft, 1994, p. 434). Culturally, “men and women are brought up for a different 
position in the labor force: the man for the world of work, the woman for the family” 
(Ehrensaft, 1994, p. 434).  
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Additionally, participants mentioned that a difference in communication styles 
between men and women contributes to the discouragement of women in the industry. 
Literature demonstrates how this argument reinforces gender norms. According to Yun 
Ling Li and Anthony Peguero, for many years, women’s professional occupations 
resembled “their domestic responsibilities,” which assumes that “women are incapable of 
performing complex tasks” (Li, 2015). Cultural assumptions about the gendering of 
professional occupations, therefore, has influenced how individuals perceive feminine 
traits. In turn, such values may be perceived as negative in the industry. For instance, 
women are pushed toward job positions that require less technological competence, 
which are seen as “softer” positions and not as important as web developer positions.  
For example, participant #7M offered the idea that a gender difference in 
temperament has helped push people toward certain skill sets. He provides support for 
differing communication styles contributing to the male-female disparity in the industry 
by stating, “men are not as good at communicating in a more nuanced way.” Here, he 
refers to men in web developer positions who lack the ability to effectively communicate 
with personalities that differ from their own. He explained that different communication 
styles lead to particular job positions. For instance, males “tend to be more successful in 
jobs where a nuanced communication is not required,” such as web developers, while, 
“people who are project managers taking client observation and translating it to web 
developers are women.” As a result, for this participant, cultural assumptions about 
gender differences has helped influence how particular skill sets and positions are also 
gendered. Thus, he argues that these assumptions lead to “pay disparity.”  
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  Participants also highlighted flaws in the education system. Responses from 
males reinforce gender norms that assume women do not have the same access and 
exposure to subject areas pertinent to the media technology industry. For instance, 
participant #4M offered the idea that middle and high school are critical for determining 
the education path a person will take: 
That’s usually when people pick up if they are really good at science or math or 
not. And its one of those defining moments, if you are really good at math and 
embrace it, then that’s what you end up doing, like being an engineer or 
something like that. And the people who are not, don’t like math, that’s when they 
know they aren’t going to do any type of engineering later on in life. I would say 
that males when they are younger have more exposure to math and science get 
pushed more toward that then girls do. 
This reinforces gender norms in the assumption that it is an exposure problem when it is 
not. Literature points out that it is a cultural issue: “…many girls are indoctrinated to 
believe that they should be feminine and modest about their abilities, as well as brought 
up to assume that girls are not innately gifted at science or math” (Pollack, 2015). It is not 
that females aren’t exposed to the subject areas as often as males; but when females are 
exposed, oftentimes computer science and STEM classrooms lean masculine. For 
example, the classrooms are decorated with “‘Star Wars’ posters, science-fiction books, 
computer parts and tech magazines” (Pollack, 2015), as opposed to gender-neutral décor. 
This plays into the stereotypes of the technology industry. “At a young age, girls already 
hold stereotypes of computer scientists as socially isolated young men whose genius is 
the result of genetics rather than hard work” (Pollack, 2015). Eileen Pollack from the 
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New York Times stated that research shows men steer away from English as an area of 
study for the same reason. She wonders, “…how many young men would choose to 
major in computer science if they suspected they might need to carry out their coding 
while sitting in a pink cubicle decorated with posters of “Sex and the City,” with copies 
of Vogue and Cosmo scattered around the lunchroom?” (Pollack, 2015). While 
participant #4M’s inclination that females are steered away from the technology industry 
at a young age resonates with female participants, the main component of his response 
contrasts to the way females described the education system.  
Female participants believe the education system does not engage females in 
pertinent subject areas. Thus, they believed that combating the education system’s flaws 
would require an adjustment to gender norms. These gendered norms are perceived as 
beneficial to women. Such arguments reflect a cultural feminist framework, commending 
feminine traits to allow females the same opportunities as their male peers. To 
demonstrate, participant #1F and #6F stated that in their experience, girls decide they do 
not like math and science when reaching puberty. Participant #6F said, “I’m sure it starts 
at a young age. I was good at math until maybe puberty and then I…didn’t consider 
myself good at math anymore.” Comparably, participant #1F connected the experiences 
she sees her niece going through to what she experiences at work: 
Females become less confident in math skills in the age range of 10. That’s a 
really critical age to keep girls in STEM. So I think its an exposure problem and a 
lack of confidence. Females take a different approach to building something or 
coding traditionally rather than men, because men approach it like slaying the 
beast, that they can make this do what they want. And females take a more 
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nurturing approach; you know I’m going to build this up to be something 
awesome. I think there’s maybe a disconnect with which style is better and I think 
there needs to be more of a mix of the two.  
The common string throughout the female participant’s narratives about education is that 
certain subject areas are “off limits” to certain genders as soon as the student shows a 
sign of perceived weakness. A cultural feminist framework is reflected in the 
participant’s views of wanting to adapt the education system to allow for engagement of 
both gender’s common dispositions, regardless of subject area. As mentioned in the 
literature review, cultural feminism states that the “commitment to preserve rather than 
diminish gender differences” (Alcoff, 1988, p. 411) will lead to women’s liberation. 
Cultural feminists preserve the female counterculture and commend the differences 
between men and women (Alcoff, 1988, p. 411). Female participants allege that the 
industry might benefit from the addition of feminine traits and that this starts with 
education. 
Overall, participants gathered that the lack of women in web professional 
positions was due to family-related reasoning, the differences in the way men and women 
communicate, and early educational development. They also attributed these things to an 
engrained culture they never felt like they could challenge. To reiterate, these arguments 
reinforce cultural gender norms, and is only reflective of a cultural feminist framework in 
female participant’s arguments on education.  
Barriers faced once in the media technology industry. 
When asked about hurdles or barriers deterring participants from moving forward 
in their career, participants provided four different views: some presented the view that 
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few barriers hindered them, some said technology was a barrier, two discussed a time 
when their passion was crushed, and still others noted subtle, yet impactful, barriers. 
These four types of barriers, however, were perceived as temporary. Participants do not 
see the structural barrier of patriarchy in the first place; instead they see it as a small thing 
that can be overcome. The narrative from the participants about barriers in the media 
technology industry instead reinforces an ideology of individual responsibility. 
The first route participants took was explaining how they did not have barriers, or 
if they did, technology was the only one. For example, participant #7M said that when he 
saw a barrier ahead in his career and life in general, he would maneuver around it and get 
to whatever was on the other side. He expounded saying, “…by working hard I have 
made it easier for myself to have no barriers. But it also helps that I’m a white male.”  
Similarly, participant #4M said he didn’t have any issues or obstacles so far 
because he can learn whatever he needs to learn. His biggest hurdle is working for a 
company where the coding languages used for projects is outdated, so keeping up with 
the technology in an ever-evolving industry is a challenge for him. To further cement the 
theme of technology as a barrier, participant #2F explained how that she does not wait for 
someone who knows the technology to aid her in projects. Instead, she learns how to use 
that specific language on her own. Although she is able to move forward in this manner, 
she said learning a new language is “a hurdle every time.” At the end of her explanation, 
this participant also mentioned that “even being a girl sometimes is a hurdle.”   
Both participant #4M and #2F recognize that there are barriers based around 
gender, but do not see this as a barrier that has held them back from achievement in the 
industry. This reinforces an American-based ideology of individual responsibility, which 
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highlights the myth of meritocracy. Richard T. Longoria defines meritocracy as “a 
society where every individual, regardless of circumstances of birth, can realistically 
compete with more advantaged members of society and upward social mobility occurs 
easily for those who are talented and make use of their talents,”(Longoria, 2009). 
However, this system cannot work because white males have benefited from older 
generations of white males positions in society, while females have suffered from the 
very reason males are advancing. The idea of meritocracy suggests that when hiring, only 
merit and talent should be taken into consideration. However, “if persons are hired solely 
on the basis of present qualifications, then many counterfactually deserving but actually 
less qualified females and blacks will be rejected” (Hardy Jones, 1994, p.68). This means 
that white males will mostly always have merit over females. “Many better-qualified 
males would have been far less qualified had they not reaped the benefits of an unjust 
system favoring them at virtually every turn” (Hardy Jones, 1994, p.66). The participants 
believe their work ethic and talent has allowed them to achieve success in the media 
technology industry, but they do not realize the different paths each gender took to get to 
the same place.  
Both genders experienced situations where their passion for the industry was 
crushed. Each of them considered those situations a large barrier in their career path. 
However, only female participants addressed more subtle occurrences in which they were 
not deterred from the industry. Instead, they were worn down from the frequency of these 
indirect events. These subtle instances were not enough for the participants to classify 
them as hurdles or barriers, but many said the frequency of the micro-aggressions starts 
to add up, which can be crippling to their careers.  
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 Of the eight research interviews, two participants described a point in their career 
journey where they felt completely knocked down by a male in a higher position than 
them. Of these two participants, one was female and one was male. This demonstrated 
that an extremely negative event like this is not experienced by just one gender. 
Participant #1F said she has blocked out most of the times she felt her passion was 
crushed, but described one situation where she went in for a job interview: 
The CEO, founder of the company, who has some development skills basically 
went through and berated my entire graduate school project and also a tangential 
project, a side project I was working on. And also continued to berate strong 
mentors in my life and criticize their practices. To the point where I was pretty 
infuriated at the end of it and I left the building and thinking I’m not going to cry 
in front of this guy, but as soon as I got to my car I just sat there and was so 
frustrated I balled my eyes out.  
Upon reflection, participant #1F said the experience was really demotivating and had a 
quick thought that maybe she should look into other type of work. However, because of 
her support system she was able to overcome the negative situation, and “instead of 
letting that permeate, I took it and said if he’s going to say these things about me then I’m 
going to do everything I can to be better.” 
Participant #5M’s experience was slightly different because it occurred while he 
was still in college, yet was pivotal on his path to becoming a web developer. After not 
passing a required computer science class three times, participant #5M went to his 
professor’s office to ask a question about the upcoming exam: 
  154 
I sat down with him one day after studying probably about eight hours a day for 
two weeks. I knew I didn’t want to get another D in the class and so I went to him 
and asked him, “Hey what’s the answer to this? Am I right?” And he said, “No 
you’re wrong, the answer is this.” And I go, “Can you help me walk through 
that?” And he goes, “That’s the just answer.” I’m like, “So you’re not going to 
help me understand it?” And he goes, “Well if you can understand why that’s the 
answer, then that’s your fault.” And I’m like, “What is there to understand, you 
haven’t told me anything?” And I got so frustrated with him that he was like, 
“You know if you keep being like this you’re never going to be a computer 
scientist.”  
Similar to participant #1F, participant #5M also had a support system surrounding him. 
He said, “At that point I decided I really wanted to learn programming and I got involved 
with an IOS app with my roommates the following year. You just need to have the 
passion and the community around it support you.”  
In both cases, the negative remarks seemed to relate more to an individual as 
opposed to the industry. The perception that individual incidents are the blame ignore 
structural issues within the industry. Both participants said after the instance occurred, 
they worked harder to understand and sharpen their skills.  
In addition to these two situations where the participants felt inferior, many 
participants explained times where the hurdle or barrier was subtler. All of the 
participants who faced these types of barriers noted that the events were not debilitating 
to their career in any way, but is something that has stuck with them over the years for 
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one reason or another. As mentioned previously, the participants who experienced the 
subtler barriers are all female.   
 To begin with, participant #8F described a time at the beginning of her career 
when “there was a stigma of if you were a female, you weren’t part of the real work.” 
After a project had ended, a superior male was congratulating everyone and shaking their 
hands, but when he approached her, he said, “I even shake the hands of the secretaries.” 
After he was told that she was a part of the team, he did not apologize and kept walking 
toward the director’s office.  
 In another instance, participant #1F elaborated on an experience where she was 
working alongside another developer on one project, also known as “pairing” in the 
development industry. Her partner said they needed to write the code a different way, and 
after pushing his idea a couple of times, she replied, “I’m confident in that [the first] 
solution. I know it’s this way because I’m the one who wrote that code. I’m the person 
who implemented it and it works this way because I’m the person who wrote this.” This 
participate stated this type of situation has happened several times in her career.  
 Another subtle event happened to participant #6F. She explained how she was at 
an after-work event where her boss questioned her about her fiancé:  
So we were talking about it and he was like, “Well, you don’t want to have kids?” 
And I’m like “No.” And he goes, “That means he’s not right for you. And I’m 
like what do you mean?” And he goes, “Well if he was the right person for you, 
you would want to have kids with him.” And I was like, “Excuse me? That has 
nothing to do with the fact I don’t want, it doesn’t matter who I’m with I just 
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don’t want to have kids.” And then I think he realized that was kind of 
inappropriate. 
Participant #6F said when she receives comments such as the above, they do not deter her 
from the industry, but do make her feel uncomfortable.  
 Other subtle barriers involve situations where women had to communicate their 
ideas through men or experienced men taking ownership of their ideas. For example, 
participant #3F described a situation where she was partnered with a man on a project, 
and he would not accept her ideas. Instead, when she got into a room with her partner and 
their boss, their boss restated her ideas for her, and then her partner would agree with it. 
Likewise, participant #2F explained that if she wanted to convince her boss of something, 
she had to get her male coworker and partner on the project to tell him because he 
wouldn’t listen otherwise. She said this coworker was an advocate for her in the office by 
asking what he could do to help or if he could talk to their boss for her. In another 
instance with participant #3F, she “had broken the glass ceiling” on accident. Because the 
company she was working for merged with another company, she ended up in a very high 
position in a room with all men from a different country. When she was presenting to a 
male VP, she said, “He was just super uncomfortable and didn’t know what to do with 
himself. And so he would just talk to the note-taker [male] and wouldn’t look at me.”  
Similar to speaking through men, as mentioned above, participants referenced 
situations when men would restate the idea as their own. In a different situation where 
participant #6F was speaking in a team meeting and stated an idea: 
We were talking about user research and the potential and what we should do next 
and I was like well based on what we saw I really think we should do x – and this 
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is a new direction and I know it might be hard to think about this way but… So he 
basically heard it, restated it and then typed it down as if it was his idea and I was 
like did you really just do that? And everybody laughed at him. But it’s just so 
engrained. Like it’s a subconscious thing.  
Unanimously, the participants who experienced these subtle barriers said that it’s 
engrained into culture and their minds to think and act a certain way. They don’t think 
anyone is intentionally trying to make them feel uncomfortable.   
Because the female participants see these situations as something that can be 
overcome, there is no feminist argument to be made regarding barriers and hurdles faced 
in the media technology industry. Participants do not recognize the patriarchal structure 
as an issue. Instead of structural changes, this conversation about gender equality is 
embedded with individual responsibility as the solution. This can be problematic because 
it creates the assumption that women and men are equal. Literature discusses this as the 
assumption that a “failure of boys” is a consequence of “successful girls” (Ringrose, 
2007). In other words, blame is placed on females for males’ disadvantages, which causes 
people to believe there is no need for feminism anymore (Ringrose, 2007). 
In an “aside” to the research, the notion that women feel the need to gain respect 
from their male colleagues is one way participants described overcoming the 
aforementioned barriers. Participants stated how women they worked with, or they 
themselves, felt the need to fit within a certain definition of a “woman” to be respected. 
On one hand, this can be seen as a reflection of liberal feminism. This is the idea that to 
be freed from the oppressive gender roles, women can act any way that suits them. For 
example, participant #5M said one of his female managers is just like one of the guys 
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because she uses “colorful language” when she speaks and “does a lot of activities 
outside of work that would be considered to be more at the male side, like shooting guns 
and camping and hiking, things like that.” He described her as respected around the office 
and that she “doesn’t take crap from anyone.” Participant #2F’s comment that “women 
feel like they have to be one of the guys” reflects that ideology across the industry.  
Participant #2F also stated that there are different ways women can earn the 
respect of the men in the workplace. Acting like one of the guys is one version, but you 
can also come across as the “woman-in-power” stereotype too. Participant #2F talked 
about this stereotype from a personal place – recently, she had changed her style and 
went through a transformation: 
I was a lot more tomboy, you know always wore my hair up and stuff and I was 
like fuck this, I’m straightening my hair. And then I went on a shopping spree to 
become more feminine, if you will. But there’s definitely some sort of respect that 
comes with that too. Guys will respect you in a different way. I mean there’s the 
obnoxious girly-girl that wears bright fuchsia pink all the time where, yeah that’s 
a little obnoxious and you’re probably not going to fit in. But then there’s the 
woman-in-power stereotype that you can play into too. So if you’re not doing 
tomboy, probably your best bet is to go kicking-ass-as-a-lady type of look. 
Participant #2F’s notion of fitting a powerful woman stereotype reflects a cultural 
feminist framework. Cultural feminism issues that adding feminine traits and values to a 
patriarchal environment will further society in terms of equality for women and men and 
that women should not be shredding their feminine traits just because it is seen as “less 
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than.” According to this participant, feminine traits are applauded and will allow females 
to gain respect from males in the industry.  
Similar to participant #2F’s thought process, participant #6F talked about the 
struggle to maintain an identity at the office that allows her to be respected, but also fit in 
with the more casual nature of a creative office space.  
I wouldn’t feel comfortable wearing some of the things some of the guys I work 
with wear. Because I don’t want to be seen as being unprofessional and I don’t 
want to be seen as looking slobby, or bad, or not taking care of myself. Generally 
as a woman there’s a lot of pressure to have a certain type of appearance. While 
outwardly, I have never had someone say you look bad and you can’t work here 
or something like that, but I think there is pressure to fit a certain…You have to 
be attractive, but you don’t want to be sexy, and you want to fit in and be 
professional, but I’m not going to come in wearing a suit, but not my sweatpants 
either. There’s a lot more thought that goes into that as opposed to men who just 
throw on whatever. 
This participant’s thoughts on gaining and keeping respect in the industry also reflect a 
cultural feminist framework. She sees herself commanding respect when she is dressed 
attractively and professionally. However, because she struggles to understand why men 
do not feel the need to worry about the way they dress, this reinforces gender norms as 
well. This wardrobe conflict has been in question and debated over for decades. A journal 
article discussing Title VII of the Civil Rights Act of 1964 substantiates this problem: 
“Employers have traditionally assumed substantial prerogatives with respect to the dress 
  160 
and appearance of their employees, imposing burdens on women that are different from 
those imposed on men” (Bartlett, 1994). 
 To conclude, gaining respect in the industry from the female perspective can fall 
within liberal or cultural feminism. Some women change their appearance to become 
“one of the guys” to fit in better within a male-dominated environment. This reflects a 
liberal feminist framework. Others choose to become a “woman-in-power” stereotype to 
gain respect by emphasizing their feminine traits to a certain degree. This reflects a 
cultural feminist framework. Because both paths of gaining respect were successful in the 
narratives mentioned, it is difficult to determine if cultural or liberal feminism is more at 
play within the industry when discussing respect between males and females. 
The impact of gender diversity on creative products. 
The final theme that emerged from the research interviews discusses how gender 
diversity may or may not affect the end result of the product/web tool. There were three 
different beliefs on this topic: 1) gender diversity on a creative development team does 
not affect the end product at all, 2) gender diversity only matters in places where key 
decisions are being made, and 3) gender diversity does affect the final product and helps 
the betterment of the final product. The fact that some participant’s believe gender does 
not affect an end product is insightful. Based on the literature, “a diverse and inclusive 
workforce can…help ensure that a company’s products and services are respectful of 
their clients’ cultures” (Egan, 2016). Additionally, a recent study about technology 
companies found that “companies in the top quartile for gender diversity are 15 percent 
more likely to have financial returns above their respective national industry 
medians” (Vivian Hunt, 2016). This means that gender diversity is not only important to 
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the end product, but also has an affect on a company’s financial success. Those 
participants who believe gender diversity leads to the betterment of the final product at 
either key decision-making phases or throughout the whole process, reflect a cultural 
feminist framework.  
Participants who stated that differences do not affect the end product result 
commented that the audience for their product is not skewed toward males or females. 
For example, participant #4M said, “I cant think of a way that me being a man has any 
affect on what I build. Or what I create. I guess I can’t imagine there being anything that 
a woman would do differently.” So if participants thought the product was not geared 
toward a certain gender, then they believed the gender make up of the team creating it 
does not matter. But, if the product is aimed at a targeted gender, then they believe the 
team creating it should be represented by that gender. Participant #2F said, “I do think if 
it’s a woman’s product, a woman should be involved.” 
Participant #6F was the only person to say that gender diversity only matters 
where key decisions are being made, but that it is important to have different perspectives 
for well-rounded designs and products: 
I think there’s only a difference when it comes to the people who are making key 
decisions, so the people who are developing the products or coming up with the 
ideas or concepts, not necessarily doing the code. I don’t think that makes any 
difference. I don’t think a man or a woman who’s trying to fix a bug that makes 
any difference to what’s being offered to people. But having equality where key 
decisions are concerned I think that that does make a difference.  
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Participant #7M did not directly echo the above statement, but he did make a similar 
argument by saying whenever a client asks for input on a design decision, he makes sure 
to loop in the female designer on his team. This is his way of letting the client know that 
she is an equal to him and more important in that decision-making process than himself, 
because it is her area of expertise. By including her in a way that acknowledges the 
importance of her skill set and perspective is imperative to the product they are working 
on. These two participant’s responses are reflective of cultural feminism because again, 
adding feminine traits to the process is seen as positive.  
Similarly, participant #1F said, “It’s going to end up different no matter how you 
change it. I’m not sure how it would change, but I’m sure it would.” This alludes to her 
thinking that adding different dynamics and perspectives to a team will change the final 
result in some way. Finally, participant #5M talked from his experience where the 
women he has worked with have helped him become better at his job: 
…I also respect women being on my team because I get growth there too. I want 
growth everywhere. I want to be challenged by everybody and anybody because 
I’m willing to be wrong. Willing to be stupid or look stupid when asking a 
question. As long as I get to learn… I mean I don’t think I’ve learned enough 
from women because there are not a lot of them in the development world. And so 
that’s why I want more…I think it would change development and the quality. 
Because you hit more of a diverse audience in the development cycle and you get 
a different perspective to ask different questions. Or you see someone designs it 
differently and that there is why diversity should be encouraged and welcomed.  
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This third outcome where having multiple perspectives on a team is seen as bettering the 
final product reflects a cultural feminist framework as well. Instead of masking feminine 
traits, those traits are celebrated as a portal to discovery. Literature surrounding gender 
diversity on creative teams shows that “companies with more race and gender diverse 
teams had higher sales revenue, more customers, greater market share, and greater profits 
than did less diverse companies” (Lecia Barker, 2014). More specifically, a field 
experiment that  “asked 12-person teams of student entrepreneurs to start up, sell stock 
for, and actually run 43 real companies…showed that gender-balanced teams 
outperformed both male-dominated and female-dominated teams” (Lecia Barker, 2014). 
Conclusion 
The majority of the themes presented reinforce gender norms through cultural 
ideologies, which in some cases rejected feminism all together. This was evident in all 
the participants’ belief that facing subtle gender discrimination in the workplace was not 
seen as a barrier created by the patriarchal structure. A cultural feminist framework was 
reflected in only in a few instances such as in female participant’s stance on education, in 
the response about the inclusion of women in the industry leading to better content, and 
the respect feminine traits can offer in the work environment. On the flipside of that, a 
liberal feminist framework was reflected in the notion that women must shed their 
feminine identity to become respected in the industry. A radical feminist framework was 
neither challenged nor reflected in this research study. This is because none of the 
participants talked about the need to replace all males in the media technology industry 
with females, or proposed that laws needed to be changed in order for women to receive 
equality. 
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 This study expands literature on gender and technology by looking at both male 
and female perspectives. From the analysis, it can be seen that there are conflicting 
arguments between genders when discussing the reasons for which the industry is male 
dominated. However, there are also many similarities in arguments between genders. For 
example, all participants described some sort of barrier or hurdle they have faced in the 
industry (although some first identified not having any barriers), but they do not see these 
as structural issues to be overcome. Both of these findings are insightful and descriptive 
of areas in which the industry has developed and where the industry still needs 
improvement in relation to gender equality.  
 As seen from the literature review, more research needed to be conducted to 
provide a comprehensive gendered experience in the media technology industry. In 
masculinity studies, it is imperative that to understand women’s issues, there has to be an 
understanding of men’s as well. If women are in opposition to men, then their experience 
needs to be discussed in terms of both male and female perspectives. Additionally, 
according to Wendy Faulkner, feminists must insert themselves into the “process of 
designing new technologies as well as in the context of use” (Faulker, 2001, p. 91) to 
combat the limitations against women and their relationship with technology. This goes 
hand-in-hand with Faulkner’s outlook that designers of technology make gendered 
assumptions and in turn design those into the technologies they create. This study further 
analyzed those processes and provided insight into the current state of this objective. 
 By simultaneously conducting this study and working in a media technology 
company as a web developer and designer, I had first-hand insight into this research. 
During my time working in the media technology industry, I have faced many of the 
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same issues the participants discussed. For example, men have heard an idea of mine and 
then a few minutes later claimed it as their own. Additionally, men have also chose not to 
show my work to clients for no reason other than insecurities about their own work. Like 
the participants, these hurdles did not stop my motion forward in the industry, but they 
act as “paper cuts” to my career that are bound to add up someday.  
 Because I am in a similar position and on a similar career path as the participants, 
I was able to ask questions that lead to profound answers. By unearthing a deeper 
understanding of the issue of gender discrimination in technology companies from a 
perspective and comparison not often told, this could have implications on the entire 
industry and the processes and operations they carry out on a day-to-day basis. This is not 
a setback in only one industry by any means. This contribution to the technology 
industry, adds to the collection of knowledge and efforts under the whole umbrella of the 
creative industry in a practical sense, but also to the body of work relating to feminist 
discourse.  
 There are several limitations to this study that should be noted. Because each 
participant was located in a different part of the country, some interviews took place in 
person, while others were conducted via Skype. The interviewees I spoke with in person 
may not have felt as open to discussing this subject because they weren’t in a well-known 
place, while for the Skype interviews, everyone was at home and perhaps more relaxed. 
Another limitation was finding people to participate after they knew the topic of the 
interview. Because of this, I was not able to interview ten people as I had hoped and I 
was only able to interview three men compared to the five women.  
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 After speaking with these participants and hearing the narrative of their journeys 
in the media technology industry, I believe a quantitative study that proves or disproves 
conflicting perceptions that were brought up could be a next step. Diving into the 
numbers behind each company these people worked at and talked about could render 
interesting evidence pertaining to the hiring process and the longevity of women in this 
industry. Furthermore, a smaller theme of ageism emerged from the some of the research 
interviews. I believe key insights could be uncovered with another qualitative study 
focusing on age in the media technology company.
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APPENDIX 
 
Changes to Original Proposal 
The original professional project and research proposal contained identifying 
information regarding potential participants. For the sake of anonymity, company names 
and any identifying other characteristics have been removed.  
Introduction 
For many years feminists have struggled against political systems to change 
structures, attitudes and behaviors to be less dismissive and discriminatory of women. We 
are at a point in history where treating women with equality in the workplace is a 
prevalent topic across American culture. This topic of gender equality has slowly worked 
its way into tangible programs and conversations in different industries, but some more 
than others. While the media technology industry has made strides in this area, there is 
still much more research to be conducted. Current scholarly research completed about 
this topic asks why there are more men than women in this industry and how women are 
treated once they are in the industry. The literature also discusses an absence of women in 
relation to the history of technology, gender discrimination in the workplace, gendered 
technology, and the lack of women role models in the industry. However, there needs to 
be more research comparing women’s perspectives to their male counterparts’ 
perspectives in the workplace.    
I propose to conduct a research study relating to gender and media technology 
within the context of a feminist theoretical framework. This framework will be used to 
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underscore and analyze the different types of barriers and behaviors that women 
experience in a male dominated industry. By taking a qualitative approach to this topic I 
hope to fill the gap in knowledge about not only women’s perceptions and experiences in 
the media technology industry, but men’s perceptions and experiences, as well. With 
more and more qualified women continually entering the work force, but facing unequal 
treatment, this research study provides insight into gender discrimination in the media 
technology industry. Anonymous semi-structured interviews of professionals currently 
working in the technology field will allow me to extract not only information, but also a 
narrative about men and women’s experiences in a male dominated industry. 
This literature review will discuss the relationship between gender equality and 
technology within the context of feminist discourse. To understand the current literature 
landscape, it is essential to outline a brief history of women in relation to the media 
technology industry. This will be followed by a discussion of liberal, radical and cultural 
feminism and the connection between feminism, gender and technology. Finally, the 
well-known problem of underrepresentation of women in technology companies will be 
discussed.  
I will conduct this research study while completing a professional project at a 
media technology company. I will be able to apply the insights learned from the research 
study to my personal experience at work. Likewise, because I will be in a similar position 
to the participants of the research study, I will have an enhanced comprehension of their 
experiences. To complete my professional project, I will be working at a media 
technology company called Graphicacy. Graphicacy offers the services of data 
visualization, interactive applications, information graphics, graphic design, motion 
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graphics and illustration. The emphasis of this project is within strategic communication 
and I will be developing skills in graphic design and web development. During this 
internship, I will be assisting the development team as a developer and designer on client 
projects. In addition, I will work on internal materials and operational development 
projects for Graphicacy. The duration of my professional project will be from January 
2016 through April 2016 for a minimum of 30 hours per week. My final professional 
project will include detailed images of the processes and final products I help create.  
My coursework and professional experience has prepared me for this professional 
project. For the past five and one-half years, my life has been dedicated to learning 
everything I can about the world of graphic design, web design, advertising and 
marketing. This has been accomplished through obtaining bachelor’s degrees from the 
University of Missouri in Journalism – Strategic Communication and Art – Graphic 
Design, followed by a graduate course of study relating to cross-platform design. 
Additionally, I have completed the Mojo Ad capstone course, four internships in the area 
of graphic design and web design, and worked for three media technology companies as a 
professional freelance graphic designer or art director. This professional project will be 
the last step in preparation for a full-time position at a media technology company.  
Literature Review 
History of Women in Technology. 
Media technology is broadly described as the technology used to create media. I 
am defining the “media technology industry” as an industry that encompasses applied 
creative services, which are “those fields where creativity is used for commercial 
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purpose” (Windels, 2012, p. 503) plus the use of technology to create digitally interactive 
products, such as an app or website. Within the media technology industry, there are 
many types of job positions to be held. This project will talk specifically about those 
positions that use the knowledge of interactive design, web design, and web development 
combined with creativity to execute a digital component of a product or an advertising 
campaign.  
According to Women, Science, and Technology, “…the absence of women in the 
history of technology has to do with the traditional identification of invention with men 
and machines, and that technology has been defined to exclude women’s work” (Wyer, 
2009, p. 9). However, these historical accounts of technology are often incorrect, because 
women were not allowed to file for their own patents or inventions until the early 1800’s, 
rendering women in technology almost invisible (Wyer, 2009). It is also known that 
women’s contributions to computer technology were largely concealed until 
approximately the 1980’s.  
Another view from scholars of the history of technology is that since the 
nineteenth century, “as modern Western societies attributed the ability to create and wield 
technology to men, they concurrently socialized women to perceive that what technology 
consists of, how it works, and what it may be used for is beyond their ken” (Way, 2012, 
p. 187). Many feminist scholars have noted that the history of technology is “populated 
by white, middle-class men…[and] they are the makers of technology” (Kubik, 2012, p. 
139), while women are on the receiving end. In summation, in this view women were 
invisible and not often given the opportunity to create or invent technology because they 
were conditioned by society not to.  
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Women’s involvement in technology throughout history has in some ways been 
rewritten and acknowledged by feminist literature. In an article written by Laura Sydell 
of NPR, she discusses an oral history project of the Computer History Museum and with 
Walter Isaacson about his book, The Innovators: How a Group of Hackers, Geniuses and 
Geeks Created the Digital Revolution (Sydell, 2014). In Isaacson’s book, he states the 
importance of Ada Lovelace, a mathematician born in 1815, who created the “blueprints” 
of a computer that could display not just numbers, but words, pictures and music, as well. 
These notes were eventually used to create the first computer a century later. This is 
significant because college-aged students studying computer programming still seldom 
know who she is (Sydell, 2014).  
Another example of where women were erased until recently is with the invention 
of the ENIAC machine, also known as the first general-purpose computer. A team of six 
women was called upon to write programs for the ENIAC during the 1940’s, while two 
men built the hardware. On the day of the unveiling, the women were not allowed to 
partake in the celebratory activities or given credit for their work. The recognition went 
to the two men instead (Sydell, 2014). These two major events are recognized as 
irreplaceable influences on computer programming, yet these women’s contributions 
were unknown for decades. 
In addition to women’s invisibility in the history of technology, “until recently, 
histories of technology did not feature women engaging with technology in capacities 
other than as passive consumers” (Way, 2012, p. 187). For example, a study examined 
personal digital assistant technology (PDA’s) failed attempt at targeting women and 
shows how women had no choice in how technology was created for them. Rodino-
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Colocino compared PDA’s to the television, because in the 1950’s it was seen as a new 
piece of technology. Television programming was very specific to women who were at 
home during the daytime, so the room with the television became the heart of the home. 
“Audrey,” a PDA, was supposedly the nerve center of the home, and was marketed to fit 
into the kitchen where the woman spends much of her time. However, because the 
interface and technology was too advanced for an average person, this product did not do 
well and was eventually pulled from the market (Rodino-Colocino, 2006).  
This article also analyzed how a handheld device called the Palm V was first 
marketed toward women. In the late 1990’s after a controversial advertisement degrading 
women ran on bus covers, Palm Computing answered backlash with this: “We’re actually 
trying to attract more women with the Palm V than ever before…The Palm V is more 
elegant and thinner which is more appropriate for female users whose hands are smaller” 
(Rodino-Colocino, 2006, p. 379). Overall, this article demonstrated that even in the early 
2000s, technology was used to further separate men from women and put women “where 
they belong,” the home (Rodino-Colocino, 2006). With both of these technologies, 
women were on the receiving end of a piece of technology created by men.  
In addition, a 2012 Huffington Post article speculated Go Daddy’s TV Spot 
“Otter.” Go Daddy is a “domain-naming and web-hosting site” (Dicker, 2012). The ad 
featured a woman in small, tight gold clothing and a presumed Go Daddy engineer side-
by-side, claiming that the woman “attracts users to Go Daddy,” while the engineer-
looking man takes care of all the tech support for customers to make sure operations run 
smoothly (Dicker, 2012). This type of advertisement again places women as the clueless, 
technologically impaired bystander.  
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Although women are now present in the industry and history, many still face 
gender discrimination and uncomfortable situations on a daily basis in media technology 
companies. For example, TechCrunch covered a string of events that led to the departure 
of engineer Julie Ann Horvath from a well-known tech company called GitHub (Tsotsis, 
2014). As one of few female engineers in the company, Horvath dealt with male 
colleagues erasing her work for refusing romantic advances; the founder’s wife verbally 
harassing and threatening her on a daily basis; the founder chastising her for “bad 
judgment” to which she was left crying uncontrollably; and a “strip-club” like 
environment where a line of men gawked at two women hula-hooping (Tsotsis, 2014). 
While women slowly get rewritten into the history of technology, research on this topic is 
deficient of women’s contributions. Also, as seen by the GitHub example, women are 
still not equal in the media technology industry, rendering it difficult to have women’s 
contributions to technology even be written into history.  
Feminist Theoretical Framework 
In society today, females are still favored less than men when it comes to power, 
prestige and money (Tong, 1989). In its most simple form, feminism means the 
“advocacy of women and the support of women’s political rights,” (Kitch, 1994). While 
there are different strands of feminism, “all feminist positions are founded upon the belief 
that women suffer from systematic social injustices because of their sex, and therefore, 
‘any feminist is, at the very minimum, committed to some form of reappraisal of the 
position of women in society’” (Whelehan, 1995, p. 25). While feminism is rooted in the 
same problem, the differences in feminisms arise out of defining the ‘oppressor’ and 
offering conflicting ideas of solutions to be liberated from the oppressor that has been 
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identified (Whelehan, 1995). The three most prevalent strands are liberal, radical, and 
cultural feminism. 
According to Imelda Whelehan, liberal feminism is the oldest form of feminism 
and very challenging to define (Whelehan, 1995). Liberal analytical frameworks can be 
traced back to the seventeenth century and involves a male-oriented meaning of politics. 
Although stemming from a liberal analytical framework, liberal feminists “tend not to 
identify their position as ‘political’ but rather as a sensible, moderate and reasonable 
claim for formal sexual equality” (Whelehan, 1995, p. 27). Instead of thinking of liberty 
and equality in abstract terms, liberal feminists think in concrete terms for what liberty 
and equality mean for men and women (Tong, 1989). An emphasis is placed on equality 
of men and women in every way (Kitch, 1994), meaning that biology differences should 
not be used to “create distinctions between the mental or rational capacity of men and 
women” (Whelehan, 1995). The overall goal of liberal feminists is to “free women from 
oppressive gender roles,” or roles seen as justification of women’s lesser place in 
academia and business, as well as any environment in which women are not allowed to 
excel as far as men (Tong, 1989). Some view that liberal feminism is the only way to 
create a society in which “women and men can thrive equally” (Tong, 1989).  
Liberal feminists also argue that because women are prone to a more nurturing 
disposition compared to men’s rational disposition, they are pushed into jobs such as 
nursing or childcare and “steered away from jobs in business, science, technology, 
engineering and mathematics” (Tong, 1989). While women are pushed toward certain 
jobs, men also experience de facto gender discrimination. “Although liberal feminists 
sympathize with men who find it difficult to pursue child-centered careers,” (Tong, 1989, 
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p. 34-35) they also believe these men do not receive the same systematic constraints that 
women experience. But because both genders experience discrimination in some form, 
liberal feminists believe that “women and men might be able to develop the kind of social 
values, leadership styles, and institutional structures needed to permit both sexes to 
achieve fulfillment in the public and private world alike” (Tong, 1989, p. 30). While 
liberal feminism focuses on concrete ways to lessen the gap between men and women, 
radical feminism focuses more on the political systems in place. 
Second wave feminism, along with radical feminism, which began in 1968 
(Whelehan, 1995), arose from Friedan’s Feminine Mystique, where it was realized that 
women’s limitations in society are due to a systematic structure that privileges men. This 
rhetoric is argued to have surrounded the whole women’s liberation movement (Denker, 
2015). Additionally, second wave feminism places women in a victimized state, where 
the blame is placed on the shoulders of patriarchy. Women should not see themselves at 
fault for their “weakness,” but should see that this weakness is “a part of a larger system 
of oppression” (Denker, 2015). Klein has defined different aspects of radical feminism to 
offer a clear description of the concept. (1) Patriarchy is “a system of structures and 
institutions created by men in order to sustain and recreate male power and female 
subordination” (Klein, 1996, p. 15), (2) radical means “pertaining to the root” (p. 9), and 
(3) radical feminism is looking at the “roots of women’s oppression” (p. 9). In other 
words, radical feminists’ view is that  “…women as a societal group are oppressed by 
men as a social group and that this oppression is the primary oppression for women” 
(Klein, 1996, p. 11). In order for women to gain equality “a total revolution of the social 
structures and the elimination of the processes of patriarchy are essential” (Klein, 1996, 
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p. 12). 
One way to describe why women graduate with a degree in science or 
engineering, but do not have a career in the field can be explained within a radical 
feminist lens. According to Mary Wyer, this is called the deficit model. Within this 
model, the reason women are underrepresented is because of “structural barriers” such as 
legal, political and social differences in the way women are treated (Mary Wyer, 2009). 
Underneath structural barriers, there are some to be considered formal, such as laws, and 
informal, such as lack of resources available or “boys clubs.” The second way to describe 
this phenomenon is within a cultural feminist context, or the difference model. This states 
that women and men’s goals are different (Mary Wyer, 2009). The reason women are not 
represented equally is because women have culturally been told that science is masculine 
and, therefore, do not want to participate in the field. Both of these models emphasize 
that there are constraints against women. They are either constrained by the system or 
constraining themselves (Mary Wyer, 2009).  
Cultural feminists believe in the differences between men and women, and that 
social change will come by adding feminine values to the masculine values that currently 
run society. According to cultural feminists, men have created a negative cultural 
connotation for female attributes, so a main component of this strand of feminism is to 
“revalidate [those] undervalued female attributes” (Alcoff, 1988). “Cultural feminists 
have not challenged the defining of woman but only that definition give by men” (Alcoff, 
1988, p. 407). Unlike radical feminism’s belief that liberation will come from 
demolishing the patriarchal society, cultural feminism “equates women’s liberation with 
the development and preservation of a female counter culture” (Alcoff, 1988, p. 411).  
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There is a “commitment to preserve rather than diminish gender differences” (Alcoff, 
1988, p. 411). 
In a study that conducted interviews with female educators of technology, women 
stated that playing with “male toys” when they were younger helped them feel more 
comfortable around a male-dominated organization as adults. This challenges cultural 
feminism because these women have shed their feminine identity to fit in with the male 
colleagues and students (Berger, 2008). This study’s participants describe the women as a 
“jack-of-all-trades,” able to have both feminine and masculine qualities (Berger, 2008). 
When this trait of a woman is seen as positive in a work environment, it sheds light on a 
larger issue within the feminist conversation. The hasty answer is that having more 
women in the field of technology reduces the problem of isolating women. But Faulkner 
describes how thinking in these terms creates a problem of either women joining the field 
to bring a so-called womanly touch (cultural feminism outlook) or women having to 
become “one of the guys” (liberal feminism outlook) (Mary Wyer, 2009). In either of 
these scenarios, the woman has to alienate herself as different from her colleagues, or has 
to pretend to be something she is not for the sake of a job. 
There are different views about feminists classifying one another as one of these 
three strands, and one view is that it is extremely problematic toward the goal that all 
feminists (theoretically) agree upon. When one identifies as a feminist, they are asked to 
pick a “tribe and then to pick up arms against the other competing feminist tribes” 
(Denker, 2015, p. 321). Denker affirms that this “keeps women from uniting in any 
functional way,” which furthers the patriarchal society (Denker, 2015). She claims that 
this also forces feminists to think in dichotomous terms like patriarchy has always done, 
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which creates unnecessary distance and anger within the different strands of feminisms 
(Denker, 2015). Those that have classified as a certain type of feminist would then be in 
opposition to this view.   
Gender and Technology. 
To address the relationship between gender and technology, it is important to 
discuss different ways technology can be defined in relation to society. Technological 
determinism asserts that the technology itself determines the culture it resides in, acting 
as an external agent disconnected from its users and creators (Chandler). This is the most 
extreme form of relating technology and society, which leaves room for less extreme 
theories to oppose. Within the context of gender and technology, specifically feminism 
and technology, it is essential to reject hard technological determinism and instead opt for 
soft technological determinism. Soft technological determinism means that technology 
cannot be separated from those who create and employ it. “Those who design 
technologies are by the same stroke designing society” (Faulkner, 2001, p. 82). Also 
within this view, society is seen as able to alter a technology’s intended uses once it 
interacts with the physical world. For example, technology is defined differently 
depending on which gender has invented or uses something more (Zoonen, 1992).  
Within the topic of gender and technology, there are similar subsets of research 
discussing women and technology, feminist technologies, feminism and technology, and 
gendered technology. Women and technology “focuses on specific technologies or 
technological arenas encountered by women” (Faulkner, 2001, p. 80), and the 
implications of gender in those areas. For example, cyberfeminism sees the Internet as a 
vast territory of “arenas in which technological process is gendered in a manner that 
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excludes women from access to the empowering points of techno-culture’” (Oh, 2012, p. 
1). This includes not only the Internet, but “also in institutions that shape the layout and 
experience of cyberspace” (Oh, 2012). At the core, this points out that “women and 
technology” encompasses the physical piece of technology as well as the way women 
interact with that technology. There are three main ways women can interact with 
technology: 1) Women use the technology in their everyday lives; 2) women use 
technology to create an end product in a professional setting; and 3) women create the 
technology in a professional setting to be used by others. Research shows that “vastly 
more women are “on the receiving end” of technologies than create them” (Faulkner, 
2001), so more often men are creating technology for everyone to use.   
Layne has offered part of a solution to this problem. She has defined feminist 
technologies as “tools plus knowledge that extend our human capacities and enhance 
women’s ability to develop, expand, and express their capabilities” (Layne, 2010, p. 3). 
This is not to be interchanged with feminine technologies, which are “technologies 
associated with women by virtue of their biology” (Layne, 2010, p. 3). To combat 
technologies always created by men for everyone, there should be an active mindset of 
creating feminist technologies. According to Layne, feminist technologies do not have to 
be, but are more likely to be designed by women “because the life experience of a 
designer informs every aspect of design, including problem identification and selection” 
(Layne, 2010, p. 7). With this view, it is clear why male dominated creative media 
technology teams are at a disadvantage to generate technologies with women’s use in 
mind.  
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Feminism and technology focuses on “not only how gender can shape technology 
but also how the design and/or use of technologies can constitute gender identities and 
relations” (Lohan & Faulkner, 2004, p. 321). For example, when cell phones were 
marketed with pink rhinestones, it was clear that this technology had been designed for 
men, not for people, and now the design needed to be altered to appeal to women, too 
(Layne, 2010). “The changes they made based on their understanding of ‘women’s 
aesthetic’ raised…the question of whether these were actually women’s choices or men’s 
choices for women” (Layne, 2010, p. 5). “Feminizing an existing technology does not 
make it feminist, but often just the opposite” (Layne, 2010, p. 4) as seen with this 
example. 
Likewise, gender in technology means that “gender relations are both embodied in 
and constructed or reinforced by artifacts to yield a very material form of the mutual 
shaping of gender and technology” (Faulkner, 2001, p. 85). This is evident in the design 
of technology, where, “features designed into artifacts tailored specially for women or 
men users tend to reflect and reinforce gender stereotypes, which in turn, play into design 
choices” (Faulkner, 2001, p. 84). For this reason, women are expected to catch up on the 
technology of today so as to become equal counterparts to the men who have created and 
use the technology. But “men’s interests, priorities, perceptions, and experiences are 
bound to be reflected in the design of artifacts,” (Wyer, 2009, p. 149) which makes it 
more difficult for women to use these technologies. In addition, the omission of women 
“from the design, production, application and use of technology leave a male bias to be 
unchallenged” (Zoonen, 1992). This is exemplified with the launch of the Samsung 
Galaxy Gear smart watch in 2013. An article from VitaminW argues that designers of 
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this piece of technology did not consider women when it was created. The large size, 
irreplaceable band, and “bulbous shape,” ("A Bad Fit: Samsung Galaxy Watch and Other 
Product Flops," 2013) of this smart watch made it difficult for women to wear. This 
resulted in the product as a flop.  
The second part of gendered technology looks even further at the actual piece of 
technology. According to Wendy Faulkner, gender of technology means that the 
technology itself is gendered. Gender of technology assumes there is a duality to 
technology. Some artifacts take a masculine form and others take a feminine form 
creating a “hard” and “soft” technology dichotomy. Hard technology can be considered 
rockets or weapons, and an example of soft technology is a kitchen appliance. Although 
women interact with “soft” technology on a regular basis, the artifacts are not considered 
to be “real” technology (Wyer, 2009).   
In an advertising campaign calling for women to join STEM professions, IBM 
launched #HackAHairDryer. Women were called upon to “hack heat, re-route airflow, 
reinvent sound, and imagine a future where the most brilliant minds are solving the 
world’s biggest problems regardless of your gender,” (Cresci, 2015). Despite good 
intentions, asking women to experiment on a piece of technology that is seen as feminine 
was offensive to women currently working in STEM fields. Women tweeted messages 
such as, “I leave hairdryer fixing to men, I’m too busy making nanotech and treating 
cancer” (Cresci, 2015). 
This campaign shows that a piece of technology seen as “womanly” has a 
negative connotation. Although some men use hairdryers, the technology is still seen as 
feminine. This connects back to gendered technology. A hairdryer has the same use for 
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drying hair on either gender, but society has shaped this technology to be feminine and 
therefore weak or soft. The #HackAHairDryer campaign flop also connects how a piece 
of technology, an advertising campaign, and a company can all intersect powerfully in 
one arena.  
In addition to the technology itself being gendered, so can the entire field of 
technology. For instance, “in technology oriented fields, females tend to enter office-type 
jobs where they are directed by the technology while males enter fields such as 
engineering in which they direct the technology” (Wyer, 2009, p. 73). Although both are 
interacting with technology, “men’s relationship to technology is often seen as more 
natural, and hence more legitimate” (Kubik, 2012, p. 137). Along the same lines, job 
positions that create technology are seen as working towards societal progress, which is 
associated with power and control. The need to dominate and have power and control are 
seen as masculine, so technology is understood as a “masculine culture.” (Faulkner, 
2001). 
In August of 2015, Adweek ran an article discussing the #ILookLikeAnEngineer 
movement on Twitter. OneLogin ran a print campaign “featuring a few engineers flanked 
by short testimonials about their working environments” (Natividad, 2015).  The 
engineers in the ads were current employees of the company and not stock photos. 
However, commenters on social media were quick to point out that the ads featuring a 
certain woman seemed to show women engineers only to gain the attention of men. One 
person said, “If their intention is to attract more women then it would have been better to 
choose a picture with a warm, friendly smile rather than a sexy smirk,” (Natividad, 2015). 
This presumes that women working in STEM fields must appear a certain way, and 
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femininity is not a part of that appearance. This furthers the idea that technology and 
math oriented industries such as engineering, have an inherent masculine culture. 
The article continues to quote the woman in the ad, Isis Wenger, as saying, “I’ve 
had men throw dollar bills at me in a professional office…I’ve had an engineer on salary 
at a bootcamp message me to explicitly be ‘friends with benefits’ while I was in the 
interview process at the school he worked for (Natividad, 2015). With these examples, 
Wenger pointed out that the comments about her appearance in the ads were not the first 
time she has faced gender issues in a male-dominated industry. In an effort to support 
other women in her field and show the many faces of women engineers, Wenger started 
the #ILookLikeAnEngineer hashtag. The behavior Wenger experienced underscores the 
notion that power and control are a large part of a masculine culture within STEM fields. 
Underrepresentation of women in media technology companies  
An overwhelming theme woven throughout the literature on gender and media 
technology is that women are vastly underrepresented in technology, science, and 
information technology fields. The main problem lies within the idea that “in disciplines 
where there are few or no women in a position to promote change, there are few who 
have a vested interest in challenging the status quo” (Wyer, 2009, p. 1). For example, a 
study conducted with in-depth semi-structured interviews of 25 executive women in 
information technology, revealed that two, of six total, major challenges the participants 
faced in their career were gender discrimination (32% of participants) and male 
dominance in IT (32% of participants). The participants elaborated that because of their 
gender, (1) their advancement was slower, (2) they had to prove themselves, and (3) they 
were not treated with respect and taken seriously. The participants also said that their 
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bosses oftentimes did not think women should have leadership positions (Thomas, 2007). 
The solution these participants offered was that instead of stifling women’s advancement 
and even existence in information technology, organizations should be working to create 
an environment where women feel welcome and as an asset (Thomas, 2007).  
Furthermore, a content analysis study conducted on the publication called 
Science, revealed how advertisements showed women half the time they showed men in 
regular issues. The study also exposed that advertisements including men were 
commonly used with words such as “accurate, fast, and precise,” while advertisements 
with women were paired with the overarching theme of “science made simple.” A 
feminist theoretical framework helps underscore this because those types of descriptions 
are only instilling a certain type of patriarchal culture, where science is cool for men, but 
confusing for women. Additionally, “the fact that popular images of both science and 
technology are strongly associated with the masculine side…must be one of the reasons 
why, in a deeply gender divided world, most girls and women do not even consider a 
career in engineering” (Wyer, 2009, p. 144). In the conclusion of the study, the author 
stated that when advertisements change their reflection of culture, it would be possible 
for science stereotypes to change too, as well as lead to the diversification of gender in 
science (Mary Wyer, 2009).  
The final reason the literature pointed to as to why there are fewer women in these 
industries is because of the lack of women role models. By the same token, the few 
women who are present have attributed their success to having a role model or mentor, 
but not always female. According to a study about the number of women teaching in the 
science and technology fields, only 3 to 15 percent of faculty members were women. 
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“The lack of female faculty undermines efforts to attract girls to science and engineering, 
and particularly into the classroom on the college level – largely due to a lack of role 
models” (Wyer, 2009, p. 73). A previously mentioned study about educators of 
technology stated that “young girls need female technology education and STEM role 
models to guide them into these non-traditional fields, since gender role modeling 
directly supports intellectual and emotional growth” (Berger, 2008, p.65). This study also 
says that support was a major reason these women decided to enter the field of 
technology, however it is generalized that all of the participants had a male role model 
growing up (Berger, 2008).  
Additionally, in a study mentioned above that conducted in-depth, semi-structured 
telephone interviews with 25 participants about their path and role as women executives 
in information technology, the women responded overall, that support was what helped 
them advance in their careers. This meant support from parents, spouses, and sometimes 
children (Thomas, 2007). They also “felt that having female role models to look up to 
and having the opportunity to talk and share your experiences with a female mentor was 
important for building self-confidence” (Thomas, 2007, p. 41). 
Many qualitative studies conducted on this topic so far do not include the views of 
men, or a comparison of two people of opposite gender in the same workplace. Other 
studies focused on women who made it to the top of the career ladder, while I plan to 
gather material on people with a range of experience in the media technology industry. 
This information is a missing component of the literature and will lead to a deeper, 
relevant understanding of the discriminatory or non-discriminatory culture of media 
technology companies in the United States.  Based on the literature review, it is apparent 
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that women’s contributions to the history of technology are extremely important, but not 
as well recognized.  This speaks to a greater problem relating to gender and technology. 
Women’s’ relationship with technology and the environments where technology is used 
and created can be seen as favoring men. Furthermore, positioning this problem within a 
feminist context allows for a lens with which to analyze these experiences of men and 
women. The research questions I aim to answer with this research study are as follows:  
3) How do women and men perceive and experience applied creative services 
positions in a media technology company? 
4) How do these similarities and differences reflect or challenge liberal, radical 
and/or cultural feminisms? 
5) How does the culture of a media technology company relate to the 
content/product being produced? 
Methodology 
 The methodology for this qualitative study is anonymous semi-structured 
interviews. “Qualitative interviewing explores respondents’ feelings, emotions, 
experiences and values within their ‘deeply nuanced inner worlds’” (Brennen, 2012). 
With this methodology, I hope to let subjects think deeply and understand for themselves 
their true experiences and emotions, so a narrative of their experience is told more so than 
a list of answers to questions. These types of interviews are “usually based on a pre-
established set of questions that are asked to all respondents” (Brennen, 2012). But, with 
semi-structured interviews, I can ask follow up questions specific to the interviewees’ 
response. This tactic would be used to delve more deeply into some of the topics or issues 
addressed, or to clarify answers given by the respondent” (Brennen, 2012).  
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I will be interviewing a male and a female with job positions of interactive design, 
web design, and web development combined with creativity to execute a digital 
component of a product or an advertising campaign from five different media technology 
companies. This will result in ten interviews total, one male and one female from each of 
the five companies. While I will be interviewing each person separately, I am choosing to 
interview the two individuals from the same company to uncover the similarities and 
differences between their experiences to offer the best situation for comparison and 
contrasting.  Ten in-depth interviews will allow for a comprehensive data set with which 
to analyze patterns and themes that emerge.  
The initial point of contact for all five of the media technology companies 
participating in this study varies, but all have been followed up with by email. To conduct 
the interviews, I will ideally need to be physically in the same space as the interviewee. 
Because the participants are spread across the country, though, some interviewees will be 
interviewed via video-chat. This is essential as I need to take note of the participants’ 
physical reactions and body language as well as what they are saying.  In addition, the 
five media technology companies range from advertising, to product development, to 
data visualization.  
Two of these companies are in [RETRACTED]. I have interacted with employees 
of these two companies in an academic and professional setting. The first company is 
[RETRACTED]. This potential participant has been working for [RETRACTED] as a 
front-end web designer remotely from [RETRACTED] aside from the one week a month 
she spends in [RETRACTED] where the company is located. This potential participant 
has experienced two different types of work environments as a result – a digital 
  191 
workspace and a physical office environment. Each environment offers different 
perspectives of colleague interaction. I plan to interview this person about these different 
perspectives and day-to-day relations between herself and her colleagues.  
The next potential participant has worked as an iOS developer for many years and 
recently switched from [RETRACTED] to a more traditional media technology company 
called [RETRACTED]. I hope to interview this potential participant about his 
experiences working in [RETRACTED] as an in-house developer in relation to a feminist 
discourse.  
The third company involved in this study is [RETRACTED]. This potential 
participant works as a user experience designer. He has agreed to put me in contact with a 
male and female from [RETRACTED] to interview so I can have a greater variety of 
educational backgrounds.  
I engaged with the fourth company potentially participating in this study at the 
3% Conference in New York, New York on October 26 and 27, 2015. The annual 3% 
Conference is an event that strives to “build the business case for diversity by 
championing female creative talent and leadership by offering content, community and 
professional development,” (Gordon, 2015). Creative Directors, executives and 
employees from companies such as [RETRACTED] and many more attend this two-day 
conference. Throughout the conference there are set blocks of time for networking, where 
I was able to create connections that lead to interest in my study. At the conference I 
spoke with a Creative Director from [RETRACTED] who offered to put me in contact 
with a male and female creative that works for him.  
The last two participants of my study will come from [RETRACTED]. This is 
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also where I will be interning for my professional project. The main questions I plan to 
ask the interviewees are as follows: 
12) Can you describe what an average workday looks like for you?  
a. What types of processes do you carry out each day? 
b. How would you describe your main responsibilities?  
13) Can you describe any key points in your journey to becoming a job position title 
here? 
a. What types of role models did you have growing up? 
b. Can you describe a specific moment where you knew what you wanted to 
do as a profession? 
c. Can you share about a time when you felt your passion was crushed or you 
were facing a hurdle that may hinder you from pursuing the profession 
you were seeking?  
14) In your opinion, what personality types usually succeed as a web designer, web 
developer and interactive graphic designer? 
15) Can you describe an example of how office meetings are run?  
a. How would you describe the communication styles present during those 
meetings? 
16) Have you ever felt held back from achieving something you wished to attain? 
a. How would you describe any barriers you have faced in gaining success at 
work? 
17) Talk to me about the gender inconsistencies in this industry, specifically among 
web designers, developer and interactive graphic designers.  
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a. Research shows this is still a male-dominated industry. What are your 
thoughts on this? 
b. In your opinion, why are there so few female web designers, web 
developers and interactive graphic designers compared to male? 
18) Are there aspects about the job position of a web designer, web developer and 
interactive graphic designer that might discourage women from staying in those 
roles? 
19) Describe any aspects about those job positions that make it easier or harder for a 
male to succeed? 
20) Describe any aspects about those job positions that make it easier or harder for a 
female to succeed? 
21) Your company was involved in the creation of product/campaign, what do you 
think this means for the culture of the company? 
a. How has this affected the type of work you produce in that work 
environment? 
22) How do you think your role as a job position title here affects the content your 
company creates? 
Significance 
 This study will expand literature on gender and technology by looking at both 
male and female perspectives. As seen from the literature review, more research needs to 
be conducted to provide a comprehensive gendered experience in the media technology 
industry. In masculinity studies, it is imperative that to understand women’s issues, there 
has to be an understanding of men’s as well. If women are in opposition to men, then 
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their experience needs to be discussed in terms of both male and female perspectives. 
Additionally, according to Wendy Faulkner, feminists must insert themselves into the 
“process of designing new technologies as well as in the context of use” (Faulker, 2001, 
p. 91) to combat the limitations against women and their relationship with technology. 
This goes hand-in-hand with Faulkner’s outlook that designers of technology make 
gendered assumptions and in turn design those into the technologies they create. This 
study will further analyze those processes and provide insight into the current state of this 
objective.  
 By simultaneously conducting this study and working in a media technology 
company as a web developer and designer, I will have first-hand insight into this 
research. Because I am in a similar position or at least on a similar path as the 
participants, I will be able to ask questions that lead to profound answers. Because of the 
lack of literature on the male perspective of this societal problem, I expect this research 
study will open the eyes of at least the participants and possibly the whole company. By 
unearthing a deeper understanding of the issue of gender discrimination in technology 
companies from a perspective and comparison not often told, this could have implications 
on the entire industry and the processes and operations they carry out on a day-to-day 
basis. This is not a setback in only one industry by any means. By contributing to the 
technology industry, I will also be adding to the collection of knowledge and efforts 
under the whole umbrella of the creative industry in a practical sense, but also to the body 
of work relating to feminist discourse.  
(Lindsey, 1994) (Ehrensaft, 1994) (Jones, 1994) 
 
